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*How the Brodie 


TRUE ROTARY PRINCIPLE 


...-assures full-capacity sustained accuracy 














The Brodie BiRotor design 
employs fully synchronized rotation of helical fluted 
rotors that maintain complete static and dynamic bal- 
ance under all operating conditions. There are no sliding 
parts, no oscillating pistons to wear—no vibrations, no 
pulsations in the measuring chamber. 


With true rotary action—BiRotor action—the liquid 
moves freely and continuously through the rotors with- 
out interrupting line flow. There is no mechanical 
friction in the measuring unit to cause wear or repair. 
With this sustained accuracy, there’s no need to baby 
a BiRotor—they operate up to full rated capacity. 


REPRESENTATIVES WITH STOCKS AND SERVICE 


RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
CABLE ADDRESS: “‘BRODICO" 


MT. VERNON, N.Y., 550 So. Columbus Ave. 

DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, lil. 


LOS ANGELES 22, CALIF., 5401 Sheila Street 008 


PACKEITIES IN ALL PRINECISCAL CITES 





Once again Magic Circles are busting out all over 


Motorists will be seeing and hearing a lot of Ethyl Magic 
Circle messages this year, with an impelling new theme: 
educating children in the history of America; the fun of 
driving to places where traditions, folklore and greatness 
come to life, giving children a heightened appreciation 
of their country and what it stands for. Full-color 
advertisements—65 in all, regionalized to match your 
marketing territory—will appear in READER’S DIGEST, 
LIFE, SATURDAY EVENING POST and SUNSET from 
spring right on through the good driving weather of the 
fall. In addition, over 2,000,000 sportsmen will be 
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exposed to Magic Circle advertising in FIELD AND 
STREAM and SPORTS AFIELD. The Magic Circle Travel 
Clinic will be working for you, too, in over 800 news- 
papers and on popular radio programs. And something 
new has been added—a big participation program for 
30,000 Women’s Clubs. This seventh year of Ethyl’s 
market expansion effort has one aim—to help you sell 
more service station products.. ETHYL CORPORATION, 
New York 17, N. Y. + Tulsa + Chicago - Houston - 
Los Angeles - Ethyl Corporation of Canada Ltd., Toronto 
- Ethyl U.S.A. (Export) New York 17, New York. 
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OPW SWIVEL JOINTS 


. . . have been turning, swiveling, traveling in the 
best of circles for a long time, giving dependable 
swivel action. 

A rugged, work-proven design keeps OPW Swivel 
Joints turning freely .. . reducing expensive and un- 
necessary down-time. 

At bulk plant loading racks .. . refineries, on aircraft 
fueling equipment . . . tank trucks . . . wherever a 
flexible pipeline or hose joint is needed . . . specify 
OPW Swivel Joints. They will swivel free and easy 
day after day — without needless maintenance and 
packing adjustment. 

If you’re looking for a dependable swivel joint, write 
and ask for Bulletin F-8. It describes a large selection 
of OPW Swivel Joints. This one piece of literature 
could start you toward a healthy year’s end saving of 
your maintenance dollar. Why not write . . . and start 
to circle-in on savings now. Bulletin F-8. 


OPW SWIVEL JOINTS ARE 


STANDARD EQUIPMENT ON 
ALL OPW LIQUID LOADERS 


erence :emcuiel 
DOVER CORPORATION 7 DIVISION 
2735 COLERAIN AVENUE « CINCINNATI 25, OHIO « Ki 1-5400 


VALVES, COUPLINGS, SPECIALTY PROOUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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Special Report 
Business in '61: OK so far—but trouble brewing 


General 
New price thinking: A must, say two independents 
California probes two-month-old price war 
What's on tap for Miami marketing meetings 
Washington: Regulatory changes shaping up now 


Fuel Oil 
How oil-heat promotion shapes up for years ahecd 
How credit control saves jobber $13,000 a year 
Fuel oil runs into setback in Los Angeles 


Merchandising 
Wild merchandising makes Chicago a marketing circus 


Stations 
How Derby's new portable station sets up expansion drive 


VUanagement 


Changeover: A top U.S. jobber switches brands 


Tires-Batteries-A ccessories 
How a private-brander streamlines TBA distribution 
What Tidewater’s new brake-repair program means 


Equipment 
New idea: Farm out your operations engineering 


About Oil People 
Atlantic’s Dwight T. Colley takes retirement 


DEPARTMENTS THE GREEN SECTIONS 
About Oil People News, Trends, Tips 
Behind Our Headlines Ahead of the News 
Bottom of the Barrel Trends to Watch 
Detroit Newsletter Your Personal Business 
Editorial 

Focus on Oil Marketing 
In Case You Missed It 


Letters 


Your Guide to the Market 
This month's marketplace 
Petroleum indicators 
Supply and demand 
Market outlook 

Meetings Market barometer 

Money-Making Ideas 

Regions Tank-wagon prices 

What They're Saying Gasoline markets 


Refinery and terminal prices 


On the Cover... 


MARKETING CIRCUS. The free car 
wash offered by this Standard station 
is just one example of the gimmickry 
that is turning Chicago into a mer- 
chandising circus. Some of the tricks 
are successful, some aren't and the 
results are mixed. For a lesson to 
other markets, see page 94. 


Top of the Month... 


HOW’S BUSINESS? That's the ques- 
tion NPN asked dozens of key mar- 
keters across the country, to come up 
with the special analysis beginning on 
page 65. You'll see how the first 
quarter went for other oil marketers, 
what they worry about in coming 
months. Be sure and read it. 


MIAMI BOUND. If you're heading 
for Miami and the spring marketing 
meetings, check pages 74-75 first. 
You'll find a rundown of business at 
hand, plus an insider’s recommenda- 
tions on local places to visit, eat, 
drink, and make merry. 


HEATING OIL credit losses can run 
into big money, but they can be 
curbed. See how jobber Bud Riehe- 
mann did it—to the tune of $13,000 
a year—on page 83. 


COMING UP: A special section in 
June, chock-full of ways to upgrade 
your heating-oil operation by next 
season. 
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O- Molysultide News Digest 


CLIMAX MOLYBDENUM COMPANY, a division of American Metal Climax, Inc., 1270 Avenue of the Americas, New York 20, N.Y. 





“MOLY” GREASE PAVES WAY TO 





INCREASED SERVICE 


Why more cars have to he greased with “Moly” Grease 


Recently, major automotive manu- 
facturers dramatically recognized the 
technical superiority of molybdenum 
disulfide. Many of their 1961 models 
are factory-filled with ‘“Moly” 
Grease. In one case a major manu- 
facturer is advertising that models 
will not need lubrication for 30,000 
miles and mentioning molybdenum 





disulfide by name as one of the 
reasons why. 

Experience has shown that—in 
both controlled laboratory tests and 
in countless road tests—under the 
toughest driving conditions—cars 
greased with 3% ‘‘Moly’”’ Grease 
have definitely provided easier steer- 
ing, more comfortable driving and 
quieter riding. 


STATION TRAFFIC 


In service station after service 
station, it has been proved that 
“Moly” Grease brings in new traffic 
—with the natural result that gaso- 
line, oil and TBA sales increase. 
Recorded increases range from 10% 
to as high as 100% in one instance. 

There’s good reason why it will 
work for you, too. Your own branded 
grease ... with Molysulfide® added 
... gives you the first grease develop- 
ment in years with dramatic pro- 
motion possibilities. A recent test 
case showed that stations which 
actively promoted the benefits of 
“Moly” Grease increased gasoline 
sales by 7.2%. No expensive ‘“‘give- 
aways” were used. In the same city, 
those stations which did not promote 
“Moly” Grease reported decreases 
averaging 6.9%. 

We'd like to fill you in on the facts 
and figures that prove “Moly” 
Grease can build sales for you. For 
further information address: Climax. 








Molysulfide gives unmatched performance in extreme pressure applications 





YU, 


When magnified, a piece of highly 
polished metal presents a cross- 
section of sawtooth irregularity. 
Molysulfide fills in the valleys, pre- 
vents the peaks from tearing, per- 
mits plastic deformation of the 
metal to make a smoother surface. 





The reasons why Molysulfide is being 
used. in increasing quantities are 
simple: 


1. Eliminates stick-slip behavior and 
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resists galling and seizing at bear- 
ing pressures far beyond the yield 
point of most metals. 

. MoS, particles have a tenacious 
adherence to bearing surfaces. 
Have great resistance to scrape 
off and wash off. 
. Molysulfide has high thermal] and 
chemical stability. 
. It performs over a wide tempera- 
ture range from -300F to 750F 
(over 2000F in an inert atmos- 
phere). 
. Inexpensive in the long run. A 
little goes a long way. 


When writing, refer to CL-104 


NATIONAL PETROLEUM 
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“Year After Year, I Find ‘Moly’ 
Grease A Big Business Booster,” 


says Elvin Pruitt, Standard Oil Co., 
(KY.) service station manager of 
Louisville, Ky. “The first year I 
started using Standard Moly M-P 
Lubricant, my grease sales jumped 
25%. More importantly, I’ve in- 
creased my gasoline sales 10%... 
my battery and accessory sales 50%, 
and my tire sales 100%.” ~ 
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Behind Our Headlines 





Marketers in Miami 


HIS MONTH top marketers from all over the coun- 
ae will gather in Miami Beach for the semiannual 
Oil Marketers’ Week, which consists of two big meet- 
ings: the National Oil Jobbers Council convention, 
starting May 14, and the API marketing-division meet- 
ing on May 16. 

To help oil marketers find their way around Miami, 
NPN consulted with a resident mar- 
keter who knows what his fellow 
marketers would like in and around 
that famed resort land. He is Harlan 
Snodgrass, vice president of Belcher 
Oil, one of the largest independents 
in the country (NPN—Aug. °60, 
p20). 

Harlan very kindly provided us 
with evaluations and tips which 
helped us turn out the useful guide 

Snodgrass on page 75. What to Do and Where 

to Go in Miami. 

Incidentally, Harlan is a transplanted Easterner, but 
as a Florida booster, he is as enthusiastic as they come. 
The best steaks? Miami Beach. The most consistent 
quality? Miami. The greatest variety? Miami. During 
a telephone call in April, Harlan reported he was in his 
shirtsleeves enjoying 81-degree warmth. (The NPN re- 
porter was shivering in New York’s lingering winter.) 

We are grateful to Harlan for his cooperation. How- 
ever, NPN assumes responsibility for the guide. So, if 
you have any beefs, don’t blame Harlan. Tell us—or 
the Miami Chamber of Commerce. 

e 

This feature is the latest in a series NPN has pre- 
pared as a service to marketers. Others in the past, 
which marketers found useful, reported on St. Louis, 
Atlanta, New Orleans, and Des Moines. 


Last Minute Information 


LTHOUGH the recession has been around for some 
A time, the first complete report on how marketers 
are affected by it is in this issue, starting on page 65. 
A preliminary report was made last December in 
NPN’s outlook for 1961. Until recently, the effects on 
marketing have been slight, but now the situation has 
become complex. 

To develop a full report, NPN contacted outlying 
areas and big markets and marketers alike, all over the 
country. 


ore Prteces 


Editor 





THERE’S AN EXTRA $3,102—and even more—that can find its 
way into your pocket this year! Because now you can han- 


dle that special service you’ve had to send out! With the low- 


cost, simple-to-operate Alemite Cross-Sight Wheel Aligner, 
BEAD 0 N you can easily average an alignment job per day! What’s more, 
you'll have the added profit each repair order will bring. These 
average close to $14 each with shock absorbers, king pins, 


bushings and tires needing replacement after alignment. 
Alemite knows the best way to set you up for added profits 


right now. Plus—Alemite will train you right in your own shop! 


NO RAMP—NO PIT NEEDED! No costly installation or maintenance expense. Gives accurate results any- 
where ... inside or out... even on floors or outside surfaces that are not absolutely level. You start earning 
these extra profits as soon as the Alemite Wheel Aligner is delivered! 
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CASH IN ON FAST LUBE SERVICE! The first 
time you hold the gun and hit the fitting with 
Alemite Lube Equipment you'll notice the smooth 
delivery—with no time lag between shots—with all 
the power you need. Depend on Alemite to help 
you do more lube jobs— faster! 


MAKE AN EXTRA $3,800 PROFIT! Average just 2 jobs a day with an 
Alemite “On-the-Car” Wheel Balancer and you get it! It’s the only portable 
balancer that does a complete job — both up and down and side to side balanc- 
ing... and does it easier, faster and better too ! 


CROSS SIGHT ONE LIFT FOR ALL CARS! 
WHEEL P Ever grin what ag . 
car will drive in your lube 
ALIGNMENT bay next? A compact—a 
sports job—foreign make—a 
wide track or standard 
model? No matter what 
model comes in, no problem 
with an Alemite Lift. They'll 
handle every size and shape 
of car on the road today. 
They'll save you money—too 
— either in new installation 
or for replacement. 





Send for a free, fact-filled booklet telling 
the whole, big-profit story of Alemite 
Equipment. Indicate which specific 
products you are most interested in. 


WHEEL ALIGNER [] Automotive Lifts [1] Strato-Line 
Lubrication Equipment [] Wheel Balancer [J 


STEWART-WARNER 


| Excellence| CORPORATION 
Dept. DC-51, 1850 Diversey Parkway, Chicago 14, Ill. 


PR icintncrnine 





Address... 





In Canada: Stewart-Warner Corporation of Canada, Ltd. 
Belleville, Ontario 


City eT 
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When your “U.S.” representative 
comes to see you, he’ll be 

carrying details of the hottest TBA 
program in the U.S.A. 


Be sure to see him. And listen to his story. For he wants to 
tell you about a new, up-to-date, realistic TBA program that 
will make an awful lot of sense to you. 


He’ll tell you all about the new and extra advantages of 

signing up with “U.S.” About the advantages to you of 

our Original Equipment position. About the benefits to 

you of our huge “U.S.” Research Center. About the many 

new and different merchandising plans we have for the fast- 
moving ’60s. 

He can promise you extra volume. He can help you reduce 

dealer turnover by making service station dealerships more 

profitable. 


And so, more money in the till. In the bank. In the bag. 


*" Low Profile” is United States Rubber Company's trademark for its lower, wider shape tire, 





U.S.ROYAL LOW PROFILE TIRES 


IkjyUnited States Rubber 


Rockefeller Center, New York 20, N.Y. 
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Letters 


Is separate sales and service the look of 


the future? ... 


To THE EpiTor: 


I read “How A Jobber Puts Sales 
and Service Under Separate Roofs” 
(NPN—March p114), and I am con- 
vinced that this is the way a station 
will be set up in the future. 

I believe the automotive manufac- 
turers are driving us to it. Also, with 
properties and improvement costs as 
high as they are, additional income 
to the operator to meet the rentals 
charged by petroleum companies 
drives the dealer to this type opera- 
tion. 

We know three such operations now 
going on in this area, and not all 
the service rooms are detached. It 
is purely a matter of additional in- 
come. 

With motor oil ratio declining, the 
number of lubrication fittings decreas- 
ing to the point of almost self-lubri- 
cation, the dealer is driven to compete 
with the automotive dealer for small 
and medium repair jobs. 

If petroleum companies permit use 
of charge on credit cards—and some 
of this is now being done by sub- 
terfuge—it will make this type opera- 
tion very popular. 

You and I know there are many 
good mechanics who are not good 
salesmen on the driveway, and, of 
course, this type operation fits in per- 
fectly. I think it is here to stay. 

C. W. DyNiewicz 
Kerr-McGee Oil Industries Inc. 
Oklahoma City, Okla. 


Shell's Pricing Plan 


The article entitled “Behind the 
Pricing Plan that Jolted Midwest 
Markets” (NPN—March p94) is cer- 
tainly a very interesting and thought- 
provoking one. 

Personally, I couldn’t be in more 
agreement with the principle and its 
objective as stated in the article—to 
be competitive. This is the backbone 
of our present American system of 
free enterprise. 

For anyone to continue in business 
and sell products in a free and open 
market, he must provide quality prod- 
ucts at reasonable and competitive 
prices with services and conveniences 
comparable or better than others in 
the same business. 


How marketers size up some new 
pricing plans ... About DX’s ‘hamburger stand’ 


Even though from a_ short-term 
standpoint there may be questions as 
to whether it is constructive or destruc- 
tive, I feel that from a long-term stand- 
point it is in keeping with our limited 
free enterprise system. 

And, since one of the tests that 
some seem to evaluate in such a pric- 
ing philosophy is the end result to the 
public, I am sure that it is providing 
and will provide this benefit without 
too much question. 

F. W. BULEs 


| 
| 
| 
| 
| 
} 
| 





General Manager, Retail Marketing 
Pure Oil Co. | 
Palatine, Ill. | 


Phillips’ Pricing Plan 

>I have read with interest the Special 
NPN Report on “How the Phillips | 
‘Jobber- Based’ Pricing Plan Operates” | 
(April p112). 

I think the article is very compre- 
hensive, and I think the pricing plan 
is a step in the right direction. As 
with all new things, it is not foolproof. | 
I believe that we will see problems | 
occasioned from this method of pricing | 
that, when solved, will allow Phillips 
to strengthen the plan. 

They apparently have given wien! 
a great deal of study, and have covered | 
as many of these problems as they can | 
see at the present time. 

R. N. CooPpER 
Vice President 
Derby Refining Co. 
Wichita, Kans. | 


Dual-Use Bulk Plants | 


>I have read “Why More Jobbers Are | 
Building Bulk Plants for Dual Use” 
(NPN—March p106) with great in- 
terest as I am always interested in| 
finding new and more economical ways 
in marketing. 

I find that this operation is not new | 
in this area, but is only used out in| 
the smaller communities and not in| 
the metropolitan areas. 

I believe the importance of this} 
service-station bulk-plant operation is | 
in the economics, the elimination of 
handling the product too many times, 
and the ability to give better service 
to the consumer handled out of this 
type of operation. (Continued) | 
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Superior quality forged body 
—precision machined 


Uniform wall thickness 


Extra heavy reinforcing rim 


| Larger diameter cam ears 


for longer service life 


Hi-Strength 
forged 
handles 
—greater 
economy 


Uniform heavy 
wall thickness 


—no weak spots 6 


Recess retains gasket Superior quality forged body i 


in coupler and assures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
r & predetermined in 
manufacture so you 
can be sure with 
EVER-TITE. 


The EVER-TITE 
trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 

hose or pipe. 

Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC 
254 West 54th Street 
New York 19, N. Y. 


—precision machined 
—accurate tolerances 


F EVER-TITE 
Standard 
Adapter and Coupler 


EVER-TITE 
Adapter 
and 
Coupler 


EVER-TITE 
Shank 
Hose 
Coupling 


Dust Cap 
EVER-TITE Dust Protectors 
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The bad feature of this type of 
station is that it tends to give the 
supplying companies an opportunity 
to establish too many one-station bulk- 
plant jobbers, which to me is not a 
true jobbership. This should only be 
done when the jobber has other sta- 
tions to be serviced under his over-all 
operation. 

Having these one service-station 
bulk-plant jobberships on main 
thoroughfares tends to break down 
the price structure at the retail level 


by some jobbers extending lower prices 
to truckers and consumer accounts. 

I also believe that this could be 
detrimental to the jobber marketing 
in metropolitan areas if the supplying 
companies were allowed to put bulk- 
plant storage at every service station 
(whether it be above or underground), 
which would enable them to haul 
directly from refineries and pipelines 
to each station, and therefore bypass 
the jobbers. This has been done in 
many Cases. 








GREATER SPEED, FOR GREATER PROFIT, 


THROUGH THE SC U/7_J, Y system 


Every unit of the SCULLY System has been 
built to combine maximum speed and efficiency 
in every fuel oil delivery. And even more im- 
portant, each unit has been engineered as part 
of a complete and dependable system, the 
only delivery system available. SCULLY 
products bring you the extra profits that come 
with the world’s fastest fuel oil delivery 





SCULL 


MELROSE 768, MASSACHUSETTS 
IN CANADA: E. S. Gallagher Sales, Ltd, 10 Hafis Rd., Toronto, Ontario 


equipment. 


VENTALARM® Signal.The original whistling tank 
fill signal. Over five million now in use. Available 
for old and new tank installation. 


VENTALARM © Gauge Money-saving 2-in-1 combina- 


" tion for new burner installations. One single unit 


combining the original YVENTALARM ® Signalwitha 
Tank Gauge. 


. Deep filling with SCULLY® Filful eliminates foam- 


ing, making it possible to stop cut-off of the 
whistle by rising foam. This feature enables fill- 
ing to the proper level and increasing the average 
as much as 50 gallons. 


SCULLY® Safety Vent Cap. An improved cap for 1” 


"and 1%” vent pipes that amplifies VENTALARM 


Signal sound. Provides 50% more venting area 
than 1D. of pipe. 
UNIFIL® System. The tight connection delivery 


system that pays for itself and returns a profit 


in the first og Over ten exclusive features. 
SCULLY® Com “le. A single rugged unit that 


has. saaseeioeiend ‘Nozzle design: lighter, faster, 


easier to repair, and with minimum hydraulic 
shock. 
VENTAFIL <The portable combined fill, vent and 


: signal for underground tanks. Built for fast pump- 


ing speeds without blowbacks. Light and rugged. 
Combinatio CULMATIC-SCULTROL. The only 


combination that provides absolute flow control 


and pressure-limiting control. 

See for yourself why SCULLY, after 25 years, is 
still the industry's leader, Call NOrmandy 5-3900 
for more information about any SCULLY products 
— and the unique SCULLY System. 


1961 SCULLY Signal Company 














SIGNAL 
COMPANY 
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We in Denver are not able to make 
this type of installation because of a 
city ordinance which requires tank- 
wagon deliveries to any retail outlet 
servicing the public; therefore, we 
would be required to have additional 
storage at the station to haul the prod- 
uct some 300 ft. or less from the bulk 
storage to the service-station storage. 

I believe there are many benefits to 
be gained in this service-station bulk- 
plant operation, especially in the rural 
areas, but would question any over-all 
advantage to a jobber in the metro- 
politan area. 

GEORGE W. CALKINS 
Merchants Oil Co. 
Denver, Colo. 


>I think this is but one of many ways 
that the jobbers today are going to be 
compelled to use their ingenuity in 
order to stay in the picture. 

Jobbers cannot possibly justify 
elaborate enameled palaces, such as 
many major companies are building 
all over the country. Granting that a 
few jobbers have the capital to con- 
struct such ornate stations, they have 
great difficulty in getting a return on 
their investment to justify the expendi- 
ture. 

Major companies can easily absorb 
or wash-out rental losses, but jobbers 
who can do this are few and far 
between. 

G. E. MAULTSBY SR. 

Maultsby Oil Co. 

(President, North Carolina Oil Jobbers 
Assn.) 

Jacksonville, N. C 


Boost for NOFI 


mI have just reviewed your current 
NPN issue and wish to thank you for 
the fine support which you have given 
to our new National Oil Fuel Institute. 

I feel the suggestions which you 
have made are pertinent, and support 
as is evidenced in this issue is of great 
encouragement to all of us. 

You have our deep appreciation, 
and I trust that subsequent institute 
developments and activity may justify 
your initial confidence and result in 
your continued fine support. 

GLENN L. WERLY 
President 

National Oil Fuel Institute 
New York, N. Y. 


Saving with Better Pumps 


>This article (“How to Get Faster 
Pumping—For Sure,” NPN—Feb. 
pi30) further illustrates the constant 
efforts being exerted by all segments of 
the oil industry in searching out means 
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of reducing costs of operations through 
improved methods. Improvements in 
this area of operations unquestionably 
can produce substantial savings. 

We also have been doing consider- 
able research and testing in our own 
Operations to obtain greater produc- 
tivity of our trucks through increased 
pumping rates. 

Q. W. REGESTEIN 

General Operations Manager 
Mobil Oil Co. 

New York, N. Y. 


mAs you well know, every means of 

reducing delivery expense must be 

utilized as a means of keeping dis- 

tributing costs reduced while paying 

annual increases in hourly rates of 
labor and also equipment costs. 

B. C. MARLOW! 

Vice President, Operations 

Smith Oil & Refining Co. 

Rockford, Ill 


Hamburger (?) Stand 


To THE EpITor: 

> Marvin Reid’s column in the March 
NPN (p 27) says somebody in Tulsa 
referred to the new DX “circle of 
service” station as a hamburger stand. 
Your writer says he bets Stan Breit- 
weiser (DX president, who sponsored 
it) flipped when he heard that. 

He must be used to that by now. 
The word around Tulsa is that R. W. 
McDowell [parent-company president] 
is the one who started calling it “the 
hamburger stand” in jest. 

5. W.€ 


Tulsa 


Heating-Oil Sales Contests 
I’ve read the article (“How to Stage 
Sales Contests,” NPN—April p124) 
which Neil Brodersen has written as a 
result of a discussion with Charlie 
Downey, our sales manager, and it 
appears to be a pretty fair appraisal 
of the contest situation. 

I think the pictures are very color- 
ful, and I do hope that it will be help- 
ful to anyone who reads it. 

THOMAS J. Scott 

President 
Buckley & Scott 
Watertown, Mass. 


Tidewater’s Executives 


>My sincere compliments to you and 

your staff on “Tidewater’s Youthful 

Executives” (NPN—March p124). It 

is as fine an article on a company as 
any I have yet seen. 

AL Loucks 

Home Fuel Oil Co. 

Salem, Ore. 


Hurrah for McGee 


>I read with interest your article on 
Norman McGee and his Southland 
Oil Co. (NPN—Feb. p116). He has 
done a terrific job. 

I think this points up just what can 
be done when a determined man sets 
his mind to do it. We hear talks made 
about the jobber being doomed, the 
independents cannot survive, and 
other rash statements. But the success 
of McGee should dispell any thoughts 
along this line. 

There has been and always will be 
a place for independents and jobbers 


Letters 


who show the foresight and determin- 
ation (or just plain guts) that it takes 
to succeed. 

E. M. BAILEY 

E. M. Bailey Distributing Co. 

Paducah, Ky. 


PWe think the article “25-Million 

Gallons in 10 Years” (NPN—Feb. 

p116) is good. It shows there is still a 

chance for an independent to do a 
good job. 

Roy J. THOMPSON 

President 

Apex Motor Fuel Co. 

Chicago 


-_ 
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“MY DISTRIBUTOR SWITCHED TO RICHFIELD— 
NOW I’M TOP MAN ON THE TOTEM POLE!” 


Your Dealers — and you 


can be top men in your town when 


you become a Richfield Distributor. You'll get the very highest 
quality in products, in merchandising, in advertising and in 
supplier help and cooperation. PLUS the exclusive benefits of 
this unwavering policy: Richfield does not market its branded 
products in competition with Richfield branded distributors. 
Like to talk it over? Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida 


_ RICHFIELD 
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Where does 


back room 
business 
come from? 


Cars don’t get on the lube rack by 
themselves! 


Back room business starts at the island. 
When a smart station operator asks a 
customer, “How long since you've had a 
new oil filter?” he starts a chain reaction. 
He can end up selling the customer an oil 
change, a lube job, an air filter replace- 
ment and other TBA items. 


This kind of business puts real profits 
in dealers’ pockets! And in today’s mar- 
ket, back room business can make the 
difference between whether a dealer 
makes a go of it or closes his doors! 


But somebody has to point out to the 
dealer the potential of this market and 
just how easy it is to get a share of it. This 
is where FRAMARKETING*® enters 
the picture. Not a one stage, one phase 
plan that works for a limited period, 


FRAMARKETING?* is a year round, 
round-the-clock sales development serv- 
ice—the industry’s most complete. 

Over 200 Fram field representatives 
are at work daily with special oil com- 
pany dealers’ problems. Fram’s sales in- 
centive programs keep the dealer contin- 
ually promoting filter sales. Fram’s broad 
advertising program builds acceptance 
for Fram Filters with consumers coast to 
coast. Product innovations, such as new 
Fram “Wear-Guard” construction assures 
customer satisfaction for repeat business. 

It’s no wonder that Fram Filters are 
sold by more service dealers than any 
other brand. Why not give all your deal- 
ers the benefits of FRAMARKETING* 
through your own organization? For de- 
tails, phone or write National Accounts 
Division, FRAM CORPORATION, 
Providence, R. I. GEneva 4-7000. 


S¥FRAMARKETING...the automotive industry's most complete service 


for development of volume filter business . . 


. through research, train- 


ing, advertising, promotion, sales-aids and personal field assistance. 
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EXTERIOR of the deRoulhac 
& Knittle Service Station. 


“Our Caltionad Incentive Plan 


saves us *3,000 a 


pays for itself every 8 months!” 


“Our National System in combination 
with the National Incentive Plan is the 
most worthwhile investment we have 
made in all our years of doing business. 
The way our National System main- 
tains cash and credit inventory control 
is unique in its simplicity and accu- 
racy. Here are a few reasons for our 
complete satisfaction with the National 
Incentive Plan. 

“Every man is responsible for his 
own cash drawer and his daily sales 
are accurately recorded. He is paid 
according to his own efforts and abili- 
ties. Under this Plan, every man has 
increased his take home pay. The 


National Incentive Plan creates profit 
building competition among employees 
for sales leadership. 

“We have proved the effectiveness 
of the National Incentive Plan in our 
operation. The complete accuracy and 
control provided by our National 
Incentive Plan result in a saving of 
$3,500 a year, paying for itself every 
8 months!” 


hives! habla 


Co-owner 
deRoulhac & Knittle 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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THE NATIONAL INCENTIVE PLAN 
helps increase any station's profit. 


year... 


—deRoulhac & Knittle 
Los Angeles, Calif. 


Your service station, too, can benefit 
from the many time- and money-sav- 
ing features of a National System. 
Nationals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. National's 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. 
(See the yellow pages of your # fee. 
phone book.) ‘ 


“TRADE MARK REG. U. S. PAT. OFF. 


Yational * 
CASH REGISTERS 
ADDING MACHINES « ACCOUNTING MACHINES 


ELECTRONIC DATA PROCESSING 
wer Paper (No Carson Requirep) 
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Money-Making Ideas 


Special incentives for 
part-time help . .. How 
to boost local travel 


AN INCENTIVE PROBLEM that 
bothers many of your dealers is how 
to fit the part-time or temporary man 
into an over-all scheme. Often such 
employes respond better to a speci:| 
plan just for them that gives them a 
prompt and specific cash bonus for 
sales they make today or this week. 


$ 


AN EXTRA lube service that can be 
performed by truck-stop operators is 
to spray the tandem slides underneath 
trailers. Regular treatment with a 
suitable oil helps to keep the slides 
from becoming frozen and hard to 


move. 


ANOTHER AID to local travel-by- 
car promotion is the use of simple, 
pencil-sketch maps. They can be re- 
produced in small quantities at low 
cost, and provide a time-saving an- 
swer to the most numerous requests 
for directions. 
$ 


MARKETERS with dealers in south- 
ern areas might be wise to suggest 
that car air-conditioner service be 
offered at all stations. It doesn’t cost 
much to put in a limited supply of 
the main repair parts, and service 
training is available through manufac- 
turers and parts suppliers. 


$ 


WHY NOT get your dealers in small 
towns to launch a local more-travel- 
by-car campaign? Nearby points of 
interest are often overlooked even by 
local residents. A surprising amount 
of good will and gallonage can be 
generated if everybody joins in. 


$ 


IF YOUR DEALERS are looking for 
incentive ideas, here’s one that’s short, 
quick, and simple—and applicable 
everywhere: Instead of, or in addition 
to, paying a percentage of sales, offer 
a special prize such as a fixed sum 
of money or a free dinner for the 
man who sells the most of some 
particular item in a single month. 


$ 


SAYS“ (S10) HERE.. 


ADJUSTABLE POLE ADAPTORS 


Threaded on Top 
for Auxiliar 
Lighting 


Weight of Luminaire is Rigidly Sup 
ported by Sturdy Load Bearing “aS 


Hub Supports. a 


fi\ 


Wireway Access 
Door for Easier Wiring 


Double Model 


No. 1712 
0 Jel i” 


Each Arm 
Individually 
Adjustable 


FOR SERVICE” 


COMPCO 
CANTILEVER 
LIGHTS 


ALL ALUMINUM CONSTRUCTION 


e Do make sales... because they 
focus customer attention on 
your station and create traffic. 





e Do give more light... because 
Compco engineered luminaire 
design offers more powerful and 
better light over wider areas. 





e Do offer maximum versatility 
and economy. Can be used for 
island, perimeter and approach 
lighting. 


“ee, 
eave a 


~~ Bs ro 
maa mig 


~ COMPCO 


CORPORATION 


1800 N. Spaulding * Chicago 47, 
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(BEGoodrich J 


You don’t have to be a muscle man 
to lift this new, light hose 


B.F.Goodrich improvements in rubber brought extra savings 


B; LK used to mean strength in hose. 
But that’s no longer true with this 
new B.F.Goodrich tank truck hose. It 
makes handling heavy, bulky hose 
unnecessary. Drivers make faster deliv- 
eries, more per day. 

The lightness and flexibility of this 
B.F.Goodrich tank truck hose is made 
possible by high tensile nylon cord 
used for reinforcement. It’s 20% light- 
er than other hose of the same size. 
This B.F.Goodrich hose can take sharp 
U-turns, or even an O-bend, without 


flattening ¢«o cause shutoffs or slow 
deliveries. 

Special rubber compounds make the 
tube of the B.F.Goodrich hose com- 
pletely gasoline-proof, eliminate swell- 
ing or flaking. A wire spiral woven 
into the body of the hose acts as a 
static ground on the couplings. The 
hose can be dragged over concrete and 
gravel, or through gasoline, oil or 
grease without damaging the tough 
cover. 

This new lightweight construction 


makes 3” hose, shown above, easy to 
handle and 4” hose really practical for 
the first time. One man can load it, 
hook it up and reload it on the truck 
without help. By using a large size 
hose, even more deliveries can be made 
each day. 

The improvements in this B.F.Good- 
rich hose, known as Type 82-A, can 
help you get faster deliveries, reduced 
operating costs with your tank trucks. 
Your B.F.Goodrich distributor can give 
you more information. B.F. Goodrich 
Industrial Products Company, Department 
M-997, Akron 18, Ohio. 


B. E Goodrich fank truck hose 
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,| = THIS IS THE RAM 


REMOTE SYSTEM 


Name your gas pumping problem, 
RAM Submerged Pump System solves it. 


Need greater flexibility in your multi-pump service stations 
to allow for change and growth? RAM permits maximum 
flexibility in multi-island layout, with minimum initial installation cost. 
One unit operates as many as eight dispensers. 


Have to lick rising maintenance costs? On the rare occasion 
that the RAM system needs attention, Bennett's extractable head 
and instant electrical disconnect permits the entire below-surface 
system to be lifted out as a complete unit in minutes. 

You get Bennett durability all the way. 


Troubled by vapor lock from new fuels, altitude, 
temperature, high lifts, or long pipes? Submerged in the 
storage tank, RAM pumping units keep the system under pressure. 
There's no chance of vapor lock, even with most highly 

volatile fuels. 


For greatest capacity at the nozzle, couple a RAM 
Remote Pump to Bennett Dispensers with their friction- 
free, all-metal meter. 


ANe 
, oe 





Bennett Quality 
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‘PtIT-STOP 
SERVICE 


Builds Station Profits 


Best way to attract and hold steady customers is fast, efficient friendly service. 
Even a single attendant is as efficient as a racing car’s pit crew when he has the 
automatic convenience of an Eco Islander* to lend him a hand. Proper inflation 
of all four tires is a 60-second job with Eco’s dial-and-set precision inflation and 
automatic retractable hose. The Eco Islander also provides 25 feet of automatically- 
retracting water hose for “Pit-Stop” radiator service. 


Air and water service at the island gets you to the 


TBA SALES ZONE 


Fastest way to the TBA Sales Zone, engine and wheels— @ Eco Islanders put air and water where they be- 


where you really make the money —is with always handy 
Islander air and water. Once that lid is up, frayed fan- 


belts, worn waterhoses, over-age batteries are visible to — iia Itiplies the effici 
stimulate sales, and when you get down to the wheels. silica teal teia  L l  L | 


nearly every car is wide open for profitable tire, wheel- of every employee — pays for itself in more sales 
alignment, and other bottom-side jobs. and steady customers in a year’s time. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION ¢ Muskegon, Michigan 


District Offices: Albuquerque ¢ Atlanta * Baltimore * Boston * Charleston « Chicago © Cleveland « Dallas * Denver 
Detroit * Kansas City * Los Angeles * Minneapolis * New Orleans * New York © Philadelphia « Pittsburgh * Rochester 
Salt Lake * Seattle * San Francisco 
IN CANADA: JOHN Woop ComPANy LIMITED «+ Toronto + Montreal s Winnipeg + Vancouver 
Export: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER”’ 


long — on the island. 














Gulf Oil’s $300,000 station at Atlanta’s new airport has a control tower of its own for overseeing parking on its 30-acre lot 


Southeast: Oil Marketing's ‘Taj Mahal’ 


“THE TAJ MAHAL of Service Sta- 
tions” is what the proud operator 
calls Gulf Oil’s $300,000 station at 
the new Atlanta 
airport. 

The station has 
7,200 sq. ft. of 
floor space, 12 
pumps, and 30 
acres of service 
and parking fa- 
cilities. 

The operator is 
parking - lot ty- 
coon Roy Living- 
ston, who has 18 
parking lots and 
six multilevel garages in Atlanta. 

Livingston expects the outlet to sell 
1.5-million gal. annually and park at 
least 8,000 cars per day. 

The “Taj Mahal” will have eight 
bays: two wash, two lube, two gen- 
eral-use (all facing front), and two 
repair bays (facing rear). 

Underground storage is six, 5,000- 
gal. tanks. There’s a double pumping 
system, one for emergency. 

When the station has its grand 
opening this August, Livingston in- 
tends to dramatize the fact that the 
outlet will be open 24 hours a day 
by throwing away the keys. 

The station’s glass-walled “control 
tower,” resembling the one at the air- 
port, is functional. It serves as an 
observation control center for the 
huge parking area around the station. 

On a mezzanine floor under this 
tower will be shower-locker facilities 
for station employes. 

The appearance of Gulf’s new out- 
let resembles that of the new Atlanta 


By B. E. Barnes 


es 


The station is designed to resemble Atlanta’s new airport, fluted roof and all 


airport itself, with its fluted roof. The 
station was designed by Tomberlin- 
Sheetz, Atlanta architects. 

The $20-million airport had its 
grand opening last month, and local 
citizens hope that travellers will soon 
forget about the antique hangar that 
served as Atlanta’s airport for more 
years than boosters would like to ad- 
mit. 

The new airport holds great prom- 
ise for Atlanta, whose fortunes have 
for years been closely tied with avia- 
tion. 

For instance, Atlanta-based Delta 
Air Lines recently won a transconti- 
nental route transforming Delta from 
a regional trunk carrier into a full- 
fledged, coast-to-coast airline. 

Delta will add six new pure-jet 
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passenger planes that will each run 
eight hours per day, burning 2,000 
gal. fuel per plane per day. Total fuel 
needed for Delta’s additional service 
—30-million gal. of jet fuel per year. 

This jet fuel won’t all be taken on 
in Atlanta. It will be spread over 
major airports along the southern, 
transcontinental routes. But Atlanta 
oilmen will get 10 million gal. of the 
new business, amounting to about $2- 
million in annual sales. 

Delta’s present contracting supplier 
in Atlanta is Standard Oil of Ken- 
tucky. To handle the extra gallonage, 
which won't really start pumping until 
after midyear, Delta and Standard are 
planning three new 20,000-gal. tanks, 
financed by Standard, to be installed 
at Atlanta’s new airport. 
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Regions 


Midwest 


Western Oil switches to 
new signs... Pure gains 
six jobbers in Indiana 


THERE’S A NEW look at Western 

Oil & Fuel Co.’s more than 300 Mile- 

age-brand and Direct Service-brand 

service stations. A Conoco subsidiary, 

}Western markets in seven midwestern 

states. 

* Since January Western Oil has been 
ing down old station signs and 
sting new ones (see pictures) that 

are identical in shape and color except 

for the two different brand names. 

At high-gallonage outlets, signs are 
plastic, interior illuminated, and re- 
volve. At other good locations, signs 
are similar but do not revolve. For 
still other locations, Western Oil has 
come up with metal signs with the 
brand names displayed against iden- 
tical backgrounds. 

While it may confuse some to see 
identical signs advertise two dif- 
ferents brands of gasoline in the 
same areas where different designs 
had been used, Western Oil says the 
sameness of sign design was picked 
to create a “strong family resem- 
blance.” This resemblance, Western 
Oil adds, gives its outlets a modern 
unified new look. 

Western introduced the change with 
and ad campaign. 


Pure Oil's gain of six jobbers in 
Indiana in the past year represents 
more than 14-million gal. of product. 
It also represents a loss to Phillips 
Petroleum Co., whose brand they 
handled before going to Pure. 

Five former Phillips jobbers went 
to Pure at one time. A Pure repre- 
sentative who signed them up says, “I 
had them all in the room at the same 
time, sitting at the same table.” 

The mass migration to Pure includ- 
ed Keil Bros. Oil Co., a 300,000-gal.- 
per-month jobbership in Columbus; 
Young Oil & Supply Co., doing about 
175,000-gal. a month in Shelbyville; 
Nobbe Oil Co. in Batesville, whose 
throughput is about 135,000 gal. per 
month; Matney Oil Co. averaging 
70,000 gal. monthly in Cambridge 
City; and Scholl Oil Co., 70,000 gal. 
per month in Connersville. 

The sixth jobber to sign up with 
Pure was Gray Distributing Co. of 
Muncie. 

Some of these operations had been 
with Phillips a long time. Young Oil 
& Supply handled Phillips about 25 
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Mobil Moves to Chicago Suburbs 

AFTER 21 years in downtown Chicago, Mobil Oil’s division office has moved 
to the country. Since the end of March about 200 employes have stopped 
commuting to 59 E. Van Buren and are reporting instead to the division’s new 
headquarters in Niles, about 16 airline miles from downtown. The two-story air- 
conditioned office is set on a 12-acre plot being developed as an industrial park. 


years. Others had been with Phillips 
for shorter periods. Nobbe went to 
Phillips about five years ago, giving 
up the Sun brand to make the change. 
Scholl Oil, a former private-brander, 
had been with Phillips about four 
years. 


>More underground LP-gas storage 
will be ready by fall when Texas 
Eastern Transmission Corp. completes 
a 150,000-bbl. cavern at its Little Big 
Inch terminal at Princeton, Ind. 

The LP-gas storage will serve south- 
eastern Illinois, southwestern Indiana, 
and northern Kentucky. Product for 
the terminal will come from Texas 
Eastern’s underground salt dome stor- 
age at Mont Belvieu, Tex. 


New, similar signs identify the two pri- 
vate brands of Western Oil & Fuel at 
its 300 stations in seven Midwest states. 
Outside is red, names are blue. DS means 
Direct Service’ (see Midwest) 


The East 


Who should do what 


about the fuel-oil 
price controversy? 


WINTER’S SNOW is long gone, but 
the public-relations problem caused 
by upward moves in wholesale and 
retail prices of 
heating oil still re- 
mains. And with 
it is the corollary 
problem of who 
should do what 
about it. 

Many jobbers 
think majors 
should make the 
full explanation, 
but majors say 
they have no con- 
trol over retail 
prices except in direct-market areas. 

In Pennsylvania, Delaware Valley 
Fuel Oil Dealers Assn. says the pub- 
lic “has a lot to learn” about the sup- 
posed relation between higher prices 
and higher profits at the jobber level. 
“And it is up to us to teach them,” 
the group contends in a letter to its 
members. 

“It is of vital importance to clarify 
the thinking of many customers,” the 
letter adds, “who are under the mis- 
apprehension that with higher oil 
prices, dealers are making an outrage- 
ously high profit.” The association 
cites these examples: 

e A jobber’s snow-removal cost at 
his plant for three snow storms this 
winter was “in excess of $1,200.” As- 
suming the dealer averages 4¢ per gal. 
gross margin, he has to sell an addi- 


By 
Cornelius Brodersen 
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tional 30,000 gal. to cover the cost 
of snow removal from his yard alone. 

e A slow-down in deliveries for at 
least three days after each storm in- 
creases jobber costs. 

e An extra man on each delivery 
truck increases costs, 

e Digging fillpipes out of snow costs 
more. 

e There’s more overtime pay. 

e There’s extra wear and tear on 
the jobber’s equipment. 

“Total these costs, add many other 
items of extraordinary expense cre- 
ated by the storms,” says the Delaware 
Valley group, “and the cost of snow 
removal alone becomes almost insig- 
nificant. 

“Even with the rise in tank-car 
prices, the normal margin of the deal- 
er remains the same dollarwise, be- 
cause the customer is paying only the 
increase in tank-car level. Actually, 
the dealer’s margin drops percentage- 
wise.” 

Granted that prices moved upward 
this winter during storm periods; the 
next question to be resolved is: Did 
prices really increase? 

Bill Bryan, president of Esso Stand- 
ard, tackled that question in a letter 
to Rep. Samuel S. Stratton from up- 
state New York. Stratton was one of 
many in Washington, D. C., who were 
critical of price moves this winter, 
and Bryan’s letter was an attempt to 
give the Congressman the straight 
dope. 

This was against the background, 
too, of a federal investigation of the 
heating-oil price rises (NPN—March 
p75). 

Esso’s president contends increases 
this winter brought the price of oil up 
from what had been depressed levels. 
“The following peak winter levels of 
our Long Island (retail) postings 
(where Esso markets direct) for the 
last five years,” Bryan wrote Stratton, 
“show rather well the cycle of price 
depression and recovery with no un- 
due increase over the levels of recent 
normal years:” 

1957 16.3¢ gal. 
1958 15.5¢ 
1959 16.0¢ 
1960 15.3¢ 
1961 16.3¢ 

“I am fairly sure that the current 
Cooperstown price (where the Con- 
gressman lives and where Esso is not 
a direct marketer) you mentioned of 
16.4¢ gal. is exactly the same as four 
years ago and only 3 mills per gal. 
more than two years ago. Certainly, 
when we must measure higher prices, 
compared to former years, in a very 
small number of mills per gal., we are 
not measuring an increase than can 
be called unreasonable or exorbitant.” 
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GALLONS 


Model 2789 with Register, 
Totalizer and Ticket Printer 


LEETMASTER 


Here's the pump that gives you a great new sales-tool to help get commer- 
cial accounts. Fleet customers will be attracted by the smart modern styling 
and practical utility of this new Series, available in Standard and Heavy- 
Duty self-contained or in Remote Control models. All feature a built-in 
interlock to prevent starting without resetting the register to zero. They 
are so soundly engineered and carefully built that they reflect Bennett’s 
traditional low maintenance cost and year-in, year-out dependability. 
Accurate fleet accounting records of fuel dispensed are assured at all times 
by the Ticket Printer Fleetmaster which requires printer operation before 
the pump can be re-started to make a new delivery. Ticket Printer models 
normally have an accumulative printer but may have a Zero-start printer 
if desired. Standard Fleetmasters have register and totalizer. Fourteen-foot 
“hose reach” is provided by thirteen feet of %4 inch hose with % inch 
nozzle. Pumps are approved by Underwriters’ Laboratories. 

See your Bennett representative for full details. 


> 


44) JOHN WOOD COMPANY 


BENNETT PUMP DIVISION * Muskegon, Michigan 


IN CANADA: JOHN Woop Company LIMITED « Toronto + Montreal * Winnipeg * Vancouver 
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CONOCO’S HOTTEST BRAND GOING IS A SYMBOL 


This symbol is the face we present to motorists who 


are looking for quality products, fine service, and 
friendly care for their cars. 

When you switch to Conoco and make it your 
‘brand, you join the outfit that meets these new cus- 
tomers on the driveway every day. New customers 
looking for the better products and better service 
that Conoco . . . Hottest Brand Going! . . 
to them. 

Conoco Dealers know that the Hottest Brand 
Going makes a big difference in the business they do. 


- Means 


oe) 


But Conoco does more than offer big brand appeal. 
Conoco believes in dealer help. For example, Conoco 
has important information gained from valuable ex- 
perience that can go a long way toward improving 
service station management. 

Our information covers such areas as: record keep- 
ing, promotions, driveway tips, local retail advertis- 
ing, how to get the most from your men and how to 
plan for the future. This help is available to you, too. 
Write the subjects that interest you on a post card 
and mail to the Conoco Division Manager nearest you. 
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Contact the nearest 
Conoco Division 
Manager today 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


E. G. Hoover 

244 Rowan Bidg. 

6000 Camp Bowie Blvd. 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm PI. 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


W. E. Biggerstaff 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


C. O. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, Illinois. 


J. L. McCulley 
1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


© 1960, Continental Oii Company 





= | [DEAL FOR 
LIMITED 
TRANSFER 


The Rockies 


Frontier pushes plans 
to go coast-to-coast 
... Oil lien law fails 


FRONTIER Refining Co. of Denver 
is on the threshold of being a coast- 
to-coast oil marketer. 

Along with re- 
cently announced 
plans to market 
in Florida, Fron- 
tier has started 
construction of 
four of seven new 
service stations 
planned for Wash- 
ington and Ore- 
gon. 

The Northwest 
outlets will be 
served by Frontier 
products available from the Pasco, 
Wash., terminal recently opened by 
the company. Frontier has also placed 
in operation a new pipeline terminal 
at Boise, Idaho. Products are moved 
to the two terminals by pipeline from 
Frontier's Beeline refinery at Salt Lake 
City. 

Construction of a refinery at Jack- 
sonville, Fla., on a 100 acre site has 
been projected, but the company will 
construct a terminal there for now. 
Construction is scheduled to begin in 
about three months. Frontier will ob- 
tain products on an exchange basis. 

Frontier is going forward with 
construction of several stations on 
recently acquired properties in the 
Jacksonville, Fort Pierce, Fort Lauder- 
dale, and Miami areas. This is a 
favorite tennis rendezvous for Frontier 
president M. H. (Bud) Robineau. 

Dick Carlson, Frontier assistant 
vice president and manager of real- 
estate operations, has designed a new 
service station for the Florida expan- 
sion. The contemporary-styled station 
is designed for use with or without 
service bays. If required, detached 
service bays will be constructed. They 
will be connected to the sales office 
building by means of a covered patio. 
Two pump islands are planned. 

Frontier has formed a_ wholly 
owned subsidiary, Florida Southern 
Oil Co., to conduct the Florida oper- 
ations under the Beeline brand, used 
in Utah. Robineau and other top 
officers of Frontier occupy the same 
positions with Florida Southern. 

Direct supervisors of the new com- 
pany’s functions will be R. V 
Johnston, Frontier’s vice president of 
sales, and J. R. Parrish, central divi- 


By Frank Pitman 
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BENNETT 
1008G 
TRANSFER PUMP 


Sturdy, safe, efficient, this 
Bennett 1008G Transfer Pump 
is ideal for most limited petro- 
leum transfer. All-metal built, 
with automotive, piston-type 
rings, it takes roughest han- 
dling, under severest conditions. 
Easy lever action delivers 10 
gallons a minute, about a quart 
per stroke. Self-priming. No 
foot valve required. Vacuum 
breaker permits complete drain- 
age, prevents siphoning. Fur- 
nished with an 8’ hose and tele- 
scoping intake pipe. 





Report No. 8 on trends in service station lighting 


Revere’s 9900-Series Area-Lites feature modern design 
and high-level lighting for attractive installations 


Revere’s new 9900 Series Area-Lites are highly efficient fluo- 
rescent luminaires which mount in a variety of ways to provide 
high-level lighting for service stations. They are strikingly 
attractive, having an evenly lit wrap-around diffuser surface 
with no center shadow. Modern appearance and high-level 
light attracts customers and makes it easy for attendants 
to service cars. 


9900 Series Area-Lites are available in 4-lamp or 6-lamp 
models, each for 72” or 96” HO, VHO, SHO or Power Groove 
lamps. Great versatility in mounting arrangement is made 
possible through a choice of end-mounting and center-mount- 
ing luminaire styles and a variety of pole-top fitters and 
brackets. Center-mounting Area-Lites are particularly suitable 
for use as high mounting floodlights for service station entrances, 
perimeter or service areas. End-mounting units in single, twin, 
or triple arrangement make highly attractive island lighters, 
and are equally suitable for lighting approaches and service 
areas. Poles offered include both heavy-duty and extra-heavy- 
duty square tapered poles in 12, 14, or 16-foot heights. 


For complete information, write for bulletin 900-16A. 


OUTDOOR 


7420 Lehigh Avenue 


Revere Electric Mfg. Co. 


Long Distance Phone: NI les 7-6060 


2 


. Four end-mounting Revere 9900 Series twin Area-Lites 


provide high-level illumination for islands and service 
area. Each twin unit consists of two luminaires, each 
with four 96” VHO lamps and twin pole-top fitter. 


. Four end-mounting Revere single Area-Lites (three not 


visible) illuminate perimeter areas and approaches. 
Each uses four 96” VHO lamps. Single pole-top fitter is 
fully adjustable for tilt and rotation. 


3. Eight Revere single-row Fluoresign luminaires assem- 


bled from 8-ft. and 6-ft. modular units form an unbroken 
14-foot light source for illuminating poster panels, 
evenly, without glare. These Fluoresign units use Power 
Groove lamps, adjust easily for accurate placement. 


. Revere Series 464 heavy-duty square tapered poles in 


14-foot heights support Area-Lites. 


LIGHTING 


Chicago 48, Illinois (In suburban Niles) 
Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 


In Canada: Curtis-Albright Lighting, Ltd., Leaside, Toronto 17, Ontario 





Regions 


sion manager. Roy Jordan, former | yt 
credit manager, has been appointed | | 
sales manager for Florida Southern THESE ARE THE PRODUCTS 


and will move to Florida. XY PR 
Frontier’s intermountain and Pacific | 0 

Northwest operations are scheduled 

for continued expansion. The company 

has agreed to lease the Petroflex Corp. 

wax recovery plant at Salt Lake City 

under a 10-year option. 
Frontier said the plant: currently 

produces a high-grade paraffin, but 

can be adapted readily to the pro- 

duction of lubricating oil and asphalt. 


Colorado jobbers failed in their 
attempt to get a lien law on petroleum 
products sold to farmers. 

The proposed legislation was killed 
in judiciary committee. It was op- 
posed by banking and other interests. 

Farm failures have become so com- 
mon in some parts of Colorado that 
jobbers are refusing to sell to farmers 
unless a bank will back up the pur- 
chases, reports Marion E. Strain, 
executive secretary of Colorado Pe- 
troleum Marketers Assn. 


West Coast 


‘Variety store’ outlets 


tone down...New dealer 
group...War goes north 


IN CALIFORNIA, Santa Clara coun- 
ty’s crackdown on new construction 
of so-called “variety store” service 
stations is proving effective, despite 
the opinion of many independent op- 
erators in the area that new zoning 
rules haven't really changed anything 
in the legal sense and would never 
stand up in court. 
Last fall, Santa Clara county plan- 
ning commission declared that in all 
future retail outlets, sales not directly 
connected with gasoline, oil, or TBA 
must be made inside a building. This 
was to be enforced by means of the 
planning commission’s refusal to ac- 
cept building-permit applications for 
‘gas’ stations that showed anything 
more than the station itself. (NPN— S 
Jan. "61, p25) | STANDARD FOR COMPARISON 


Since that time two proposed “va- ae, } , 
riety store” stations have been modi- In every industry there is one company that sets the pace— 


fied to more conventional operations whose products are the standard to which all others strive. 
on county insistence with no legal re- | Each product carrying the Bennett nameplate is designed 
percussions. And no new permit ap- and produced to set the standard for the industry it serves. 
plications for this sort of stations have 
come in since. 

County planners so far feel that 


they have wiped out what was becom- | JO i Ee] Woo D COM PANY 


ing a political headache. “It was get- BENNETT PUMP DIVISION 


ting so we would approve drawings | ort 
for a “gas” station, and six months | Muskegon, Michigan 
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= Gates Soft-Wall Curb 


/s crush-resistant, 
gives long, safe 
service 


You get fast delivery 
from local stocks 


Gates Distributors, 

located in all parts 
Gates new 24B Soft-Wall Curb Pump Hose has been tested and approved anes have 
by major oil companies... many are using it as a standard for specifica- petroleum hose on 
hand, backed by Gates 
servicing warehouses 
It is constructed throughout to be safe and easy to use and to give ex- in every major 
industrial center. 
Call your nearby 
Gates Distributor when 
you need hose 


Operators prefer this hose for these reasons: pean ten 


New spring wire inserts prevent collapse or kinking at coupling and noz- 
zle...combine advantages of both soft-wall and hard-wall constructions. 


tions. They report that they get fewer returns of this hose due to damage. 


ceptionally long service life on retracting-cable pumps. 


A Gates Hose for any 
2 The soft-wall construction is extremely resistant to damage by crushing petroleum marketing 
when run over by an automobile... greatly increasing service life. need is quickly 


3 It is highly flexible... handy to use. available from your 
4 Dangerous split-type failures are prevented by the strong carcass, local Gates Distributor 
braided of tightly-woven, high-tensile cords... assuring safety in use. 
5 It eliminates torque wind-up from twisting ...is easy to handle. 
& It is light in weight... reduces operator fatigue. 
The Gates Rubber Company, Denver, Colorado 


ePp26 


Gates Petroleum Hose 
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later we would find it there, all right, 
with anything from a hardware store 
to a drive-in grocery right out there 
on the same premises,” said a county 
official. “It was getting completely out 
of hand, and the public was letting us 
know about it. We felt we had to 
establish closer control.” 

Nevertheless, after a hard look at 
the ruling, several independent opera- 
tors have come to the conclusion that 
if they really wanted to establish new 
“variety store” operations, they could. 
All that would be legally required 
now would be the filing of a second 
application, covering the nongasoline 
aspects of the business. While this 
might spell delay, the county would 
require extraordinary legal reasons in 
order to refuse such a retail merchan- 
dising permit. 

County officials readily concede this 
point, but emphasize the moral force 
of their stand and the results to date. 

In fact, the ruling is doing some- 
thing it was never meant to do in the 
first place: it has “encouraged” several 
variety-store operations to bring more 
of their present merchandise display 
indoors. 

One such operator is Herb Rich- 
ards, president of Coast Oil Co., which 
operates Star & Bar stations in the 
area. Richards points out that the 
trend is definitely toward indoor mer- 
chandising anyway, so the effect of 
county pressure is really negligible. 

Several years ago, Star & Bar sta- 
tions converted practically all lube 
bays into merchandise display areas. 
“We'd rather keep the cash register 
going than grease cars,” says Richards. 

He felt that the county would fol- 
low the rule of reason in enforcing its 
policies on this subject. “Where there 
is an adjoining residential property, 
maybe they have the right to restrict 
this sort of operation,” he said. “But 
if they tried to give us trouble other- 
wise, I just don’t think we'd go along 
with their request.” \ 

Richards nevertheless is planning 
greater indoor merchandising space 
in future stations, and continues to 
move more of the present outdoor 
operation under a roof. 

A similar reaction is reported by 
a spokesman for King Regal stations 
in the San Jose area. King Regal will 
build) more indoor merchandising 
space into future stations in that area, 
and is also moving more items off the 
aprons at present stations. “But we 
are not doing it because anyone’s 
forcing us,” was the comment. “We 
do realize that we should help correct 
what could be a bad situation.” 

“Let’s face it,” said the King Regal 
spokesman, “There were some new- 
comers to the area who tended to be 


Regions 


awfully promiscuous in their merchan- 
dising.” 

The conclusion seems to be that 
Santa Clara county isn’t being affected 
so much by the zoning rules them- 
selves as by the hint of public opinion 
behind them. 


& An industry-oriented association of 
California retailers, shooting for state- 
wide membership of 15.000 by 1962, 
was launched in Berkeley early this 
year. By late winter the Service Sta- 
tion Industry Council (SSIC) had 
signed up 175 retailer members in 
the East Bay area (near San Fran- 
cisco) and set an interim goal of 
5,000 members by June. 

According to Charles D. “Duke” 
Morley, temporary public-affairs coun- 
sel, SSIC will not act as liaison be- 
tween dealers and major oil compan- 
ies. “We want to be endorsed by the 
industry, and to be nothing but a 
good dealer association,” he said. 
“We definitely will not enter into any 
dispute between dealer and industry 
affiliate, and will discourage any such 
intervention by outside interests. We 
want to stress conservatism.” 

SSIC’s position in relation to the 
well-established California Federation 
of Service Stations (representing about 
20,000 dealers) is not yet clear. But 
Morley said the new group does not 
intend to attempt to supplant CFSS, 
but rather to attempt to work in unison 
with it. 

Mario Duccini, 1961 president of 
CFSS, indicated that his group is not 
pleased over formation of SSIC. “I 
feel our federation is doing all it can 
to help the dealers. Another organiza- 
tion would not be advantageous, as 
it’s better to have one strong group 
than two or more weaker ones.” 

He described CFSS as “trying to 
cooperate with suppliers as much as 
possible. We are not organized to fight 
the oil companies, but to try to bar- 
gain with them,” he said. It’s on pre- 
cisely that point that the new SSIC 
parts company with CFSS. 


& Price wars have been spreading 
from Los Angeles to San Francisco’s 
traditionally stable market, and many 
marketers, particularly independents, 
are up in arms about it. 

Lowest sustained price in mid- 
March was reported at 10.9¢ gal. in 
the East Bay for regular gasoline at 
major-brand stations. Break-even point 
for independents was said to be about 
13.9¢ gal. (ex tax). 

Some independents kept their prices 
as much as 2¢ higher than majors 
throughout much of the disturbance, 
draping their pumps in black crepe 
to get public sympathy. (Continued) 


May, 1961 * NATIONAL PETROLEUM NEWS 


NEW 
SERIES 
58 


Opens Consumer 
Accounts For You 


Open more new consumer accounts 
with the new, lower Bennett Fleet Jr., 
now only 40” high. You can now offer 
Fleet Jr. economy to your customers, 
plus the smart, modern compact styling 
that’s changing the face of the nation’s 
service stations. 


Fleet Jr. sells while it saves—brings con- 
vincing economies to your Customers: 


e Accurate control of fuel costs 
e Easier, faster, safer refueling @ Pad- 
lock provision for pilferage protection 


You save, too! Fleet Jr. pumps are in- 
expensive to service and maintain. 
Working parts are easily accessible for 
inspection and adjustment, while a 
heavy-gauge steel housing over a 
sturdy welded chassis shrugs off rough 
handling. 


Build more consumer business with 
Fleet Jr., the pump that gives you less 
maintenance, gives your customer 
greater fueling economy. See your 
Bennett representative. 


Fleet Jr. features: 

e New, lower, fresh styling @ Direct 

drive rotary vane pump @ Horizontal 

register @ Perfect dial readability, re- 

gardless of vehicle size ¢ Built-in 
strainer, built-in check 
and by-pass valves 


Te} im selelo mete) 17 Nk 
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THE SERIOUS 
RESPONSIBILITY 


of standing behind another’s product 


j 


(and how brake service with Raybestos can help) 


Many of your dealers are offering services today—like brake work—that 
they did not handle five or 10 years ago. In so doing they have to use 
products you don’t make. Yet they are still your dealers, operating under 
your respected brand name ...so you may get the black eye if these products 
don’t toe the mark. 


Where brake service is concerned, Raybestos can make a solid contribution 
to the public’s good opinion of you. Raybestos brake linings—the #1 choice 
of both motorists and dealers in every national survey—assure your cus- 
tomers safe stops and long wear. Raybestos tailors brake lining combina- 
tions to the specific make and model of car. What’s more, realizing that 
skillful installation is also extremely important, Raybestos conducts local 
clinics and its own factory schools to train your dealers to do fast, efficient 
brake work at a profit. 


Top-quality brake service is not only immediately profitable, but, in the 
long run, valuable—because it builds good will and service station traffic. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 





Regions 


Wally Pettigrew, president of the 
San Francisco Petroleum Retailers 
Assn., said his group will push for a 
complete state investigation of gaso- 
line pricing in California. 

Speaking on local television, Petti- 
grew said that Gulf Oil’s insistence 
on selling gasoline at 2¢ gal. below 
major price through its newly acquired 
Wilshire subsidiary has caused Mobil, 
Shell, and Texaco, none of whom 
have gone over to full-time rebrand- 
ing, to lower their prices in an at- 
tempt to check long-term falling gal- 
lonage. 

Independents have been caught in 
the middle, said Pettigrew. 

Because San Francisco has an un- 
usually small number of independents, 
the price disturbance there is consid- 
ered by some marketers to give cred- 
ence to the theory that the war is 
mainly a battle of the majors—be- 
tween majors who also market through 
private-brand outlets and majors who 
don’t. 

The majors who don’t have inde- 
pendent outlets think independents 
owned by majors shouldn’t have had 
a 2¢ differential. 

One distributor spokesman said: 

“What’s happening is that compe- 
tition is undergoing reclassification.” 
There’s nothing sacred about the 2¢ 
differential. “In fact, only the ‘dog’ 
needs 2¢. A good independent outlet 
can exist very well on 1¢ or on no 
differential at all.” 


Illinois 


Jobbers divulge long 
list of current woes 


ASK ALMOST any Illinois oil jobber 
what’s bothering him and his first re- 
action is likely to be, “There are too 
many problems to list.” 

But here’s a partial list picked up 
here and there at the annual Chicago 
convention of Illinois Petroleum Mar- 
keters Assn. in March: 

e The possibility of a higher state 
gasoline tax (it’s S¢ gal. now). Al- 
though no legislation had been intro- 
duced, jobbers feel certain the state 
will boost taxes anywhere from 0.5¢ 
to 1.5¢ per gal. 

e A very good chance of losing 
a 2% allowance for defraying ex- 
penses of collecting state fuel taxes. 
Jobbers have had such an allowance 
since 1929. “But the present (Demo- 
cratic) legislature is money hungry,” 
says Byron Schroeder, executive di- 
rector of the jobber group. He says 

(Continued on page 31) 
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HOW HARD ARE YOU TO CONVINCE? 


Just what would it take to convince you that now’s 
the time to replace your old automatic nozzles? 
How about this? Would you buy a nozzle because it— 


e is lighter, and better e has faster flow? e is more rugged, © has scuff guard and 


easier to use? magnetic cap holder? 


e has more positive ¢ is more reliable, has 


ie F 2 ‘ 
e has a full 7 year e has superior all-round 
shut-off? fewer moving parts? 


guarantee? performance? 


The new Buckeye #100 Automatic Nozzle has 
all these features—and more. Currently con- 
vincing thousands of users—everywhere! 


For additional details WRI TH 
Buckeye Iron & Brass Works 
‘€. P. 0. Box 883 Dayton 1, Ohio 


NEW BUCKEYE #100 adem NOZZLE 
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WARNER LEWIS EQUIPMENT DOES THE JOB! 


Lockheed Air Terminal, Inc., a nationwide aviation fuel service 
company and a subsidiary of Lockheed Aircraft in Burbank, California, has quite a job— 
fueling modern day jet aircraft not only at Burbank, but many other locations throughout 
the United States, including Honolulu. 


Since these jet aircraft demand clean fuel, Lockheed Air Terminal, 
Inc. uses Warner Lewis separator/filters in their fueling facilities— both stationary and 
mobile. 


The Warner Lewis horizontal 2-stage separator/filter FCS 1362- 
20H1 with a capacity of 600 GPM of jet fuel is a standard on jet refuelers. Similar Warner 
Lewis designs are now used by the U. S. Air Force. 


WARNER WARNER LEWIS COMPANY 


SITES DIVISION OF CORPORATION 
‘Company BOX 3096 TULSA, OKLAHOMA 


BOX 3096 © TULSA. ONLANOMA IN CANADA: CANADA LTD., STRATFORD, ONT. 
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Gov. Otto Kerner has indicated he 
wants to close up all revenue-losing 
loopholes, and the governor thinks 
the collection allowance is one of 
them. 

e Natural gas taking over the 
home-heating business. Every jobber 
handling heating oil you talk to admits 
gas is moving in fast to take over the 
new-home and conversion market. 
Even jobbers handling LP-gas say 
they have lost accounts to gas. A 
Chicago-area heating-oil jobber says 
oil men are losing 6%-7% of their 
volume a year to natural gas. He adds, 
“Gas is so plentiful even good com- 
mercial accounts are going to gas.” 

e Station overbuilding, even in 
small towns. Says a Rock Falls jobber, 
“Seems as if every brand wants to be 
represented in every market.” 

e Farm credit. An Effingham job- 
ber with 40% of total sales going to 
farms says his accounts-receivable 
fluctuate from $200,000-$400,000 a 
year on farm business alone, and that 
he’s writing off 3% or his gross sales 
(2-million gal.) a year because he 
can’t collect from farmers. 

e Farm-account raiding by direct- 
marketing majors. A jobber charges 
that American Oil is offering as much 
as 3.5¢ gal. off to get farm business 
in his area; 2¢ gal. off is American’s 
usual offer. A private-brand jobber 
in Windsor says majors are supplying 
farmers with gasoline at dealer prices. 
He says prices should normally be 
1.5¢ gal. higher. 

e Price wars in most parts of the 
state. “We have had price wars a long 
time,” says a Peoria jobber. “We've 
always had them along the river,” he 
adds. Prices are down, too, in Rock- 
ford, says a jobber there. And an 
Elgin jobber, marketing midway be- 
tween Rockford and Chicago, reports 
prices are going down in his market. 

e Trading stamps and premiums. 
Jobbers say there’s only one trading 
stamp to have—S & H Green Stamps. 
Dealers have found other trading 
stamps fall on their faces. That gives 
dealers with S & H stamps an edge 
over their competition. Some dealers 
try to make up for this difference by 
giving up unpopular stamps and then 
posting 1¢ gal. lower in an attempt 
to win back gallonage. 

A private-brand jobber in Joliet 
says premium and giveaways from 
private-branders are giving him a 
headache. IPMA adopted resolutions 
opposing the plan to cut off jobber 
allowances for collecting state taxes, 
opposing increased state motor-fuel 
taxes, and calling on the state’s Wash- 
ington delegation to see that the extra 
1¢-gal. tax expires and no additional 
taxes are levied. 


Florida 


Gulf's Guzzo sees new 


era for oil marketers 


PETROLEUM MARKETERS §are 
faced with both a challenge and an 
opportunity, Charles J. Guzzo, senior 
vice president of Gulf Oil Corp. told 
the members of the Florida Petro- 
leum Marketers Assn. at their semi- 
annual meeting in Jacksonville. 

The challenge, he said, lies in the 
fact that the past is being swept away 
“in space, in science, in sociology 


and civil rights, in world relation- 


High Quality Meter 


for consumer products 











The tax man and plain good business 
practice are making meters essential 
on consumer equipment. The Tok- 
heim Series 697 meter is designed to 
fill this need. Of moderate cost, it is 
nevertheless of high quality; accurate 


Write for Literature 


General Products Division 
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Regions 


ships and the relationship between 
town and suburb, in the transition of 
government from the hands of the 
aged to those of youth.” Many people 
are altering our way of life away 
from the motor car, he emphasized. 

This creates a selling opportunity, 
Guzzo said. “Selling will become an 
increasingly important function of 
business survival and growth.” 

Guzzo is optimistic that the travel- 
development program of the Ameri- 
can Petroleum Institute will benefit 
all oil marketers. 

“Within several years,” he said, “it 
shows every promise of growing into 
the most powerful force ever applied 


TOKHEIM 
SERIES 697 


For use with... 


e Portable Electric Pumps 
e Hand Pumps 
e Electric Cabinet Pumps 
e Gasoline-Powered Pumps 


e Gravity Tanks 


up to 15 gallons per minute, and 
capable of measuring 1,000,000 gal- 
lons of fuel. It will operate on ’most 
any type of consumer dispenser. In- 
cludes register and totalizer. Labeled 
by Underwriters’ Laboratories. 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


1650 Wabash Ave. 


Fort Wayne 1, Indiana 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd. 


OKHEIM 


METERS 


Teronto, Ontario; Tokheim international, A. G., Lucerne, Switzerland 
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to petroleum sales. The theme is that 
our expanded road systems, public 
parks, recreational facilities, and his- 
toric shrines have transformed Amer- 
ica into a sightseer’s wonderland un- 
equalled in all history. The common 
denominator placing these pleasures 
within reach of all is the motor car.” 

Many Florida oil marketers are 
concerned about how their business 
will be affected by the interstate 
highway system, portions of which 
are soon to be completed. 

By midyear the Daytona Beach- 
Tampa interstate highway will be 
open except for 12 miles between 


B B 








CCTs 


For gasoline pedestals or bulk plants, 
insist on Franklin Motors in your 
remote pumping systems. Dependable 
performance is assured when remote 
pumps are ‘“Franklineered”’. 


Sanford and Orlando; also within 
several months the interstate between 
Jacksonville and Pensacola, which will 
go on to California, will be open as 
far as Sanderson, 35 miles west of 
Jacksonville. 

No service stations will be per- 
mitted on these highways, but some 
present locations will undoubtedly 
suffer from diversion of through 
traffic. Some station sites near the 
new interstate highways have been 
purchased as a hedge, pending devel- 
opments indicating just how and 
where present businesses will be ad- 
versely affected. 


MOTOR 


© Gasoline-cooled and gasoline-lubricated. 


i. TOTALTECTOR ® protects against conditions 
of empty tank and excessive overload. 


© Windings hermetically sealed in stainless steel. 


© Stainless steel pump-motor shaft with hi-load 
thrust bearings. 


© Exclusive disconnect feature permits quick 
disconnect of pump and motor from drop-pipe. 


1/3 
through 
5 


horsepower 


Ele< tric C25, : 


BLUFFTON, INDIANA 


Wisconsin 


Some expansion plans 
are marking time now 


A LOT OF Wisconsin oil jobbers 
plan to play it slow and easy during 
the current year. Their thinking, re- 
vealed at the annual Wisconsin Petro- 
leum Assn. convention in Milwaukee 
in March, can be summed up as: 
“Let’s wait and see.” 

A Milwaukee-area Texaco jobber 
isn’t going into expansion as heavily 
as he did last year when he built two 
$40,000 service stations. “I’m waiting 
for business to catch up with my in- 
vestments,” he says. But he reports 
gaining 100,000 gal. in all products 
last year, most of it in heating oil. 

A northern jobber also plans to 
play it close. He’s going by census 
figures that show no population gain 
in his market in the past 10 years. In 
his home town, population has de- 
creased 800 in the 10-year period. 
Besides that, he says, “I find it hard 
to get dealers, so why should I open 
new stations when they can’t come 
up with $2,000 or $4,000 for station 
inventory.” 

He may not be building this year, 
but he’s planning. “We have a shop- 
ping-center station under discussion if 
the shopping center itself is devel- 
oped.” 

Economic climate in his market is 
another reason for taking it easy. “We 
lost a packing plant with 65 workers. 
A furniture factory that used to have 
1,500 workers is down to 450-550 em- 
ployes, and they are working only 
because they volunteered to take a 
10% salary cut for their second 
straight year.” 

A midstate jobber who picked up 
900,000 gal. last year in switching 
from Pure to Mobil plans no new 
stations this year. In moving to Mobil, 
he took over that major’s direct-mar- 
keting operation, five outlets. 

The same jobber has changed some 
of his outlets to Mileage-brand gaso- 
line. With the acquisition of Mobil 
outlets, he had too many stations in 
the same area handling the same 
brand. 

This jobber has gone out of his 
market to build up gallonage. He 
took over a rundown truck-stop sta- 
tion in Minnesota and is doing nicely 
with it. It’s output in 1959 was 300,- 
000 gal. Last year, the first year he 
had it, gallonage went up to 445,000. 
“I want it to hit 500,000 gal. in 1961.” 
he says. 

Many jobber say they have given 
up contractor accounts. “Too many 





road builders are going broke, and 
it’s too hard to get your money from 
them even if they aren’t broke,” says 
one jobber. 

And Wisconsin jobbers, like many 
others, aren’t happy with the way 
other commercial accounts are being 
“raided” by majors. 

There’s unrest, too, over jobber 
margins. While they might seem high 
(3.25¢ on regular; 3.75¢ on premium) 
to jobbers elsewhere, it’s been six to 
10 years since they’ve been changed. 
Jobbers point out that their costs of 
doing business have gone up tre- 
mendously since their last hike in 
margins. Margins came up at the 
WPA business session; a special com- 
mittee was set up to seek the best 
way of making an approach to sup- 
pliers. 

Against this background, Charles J. 
Guzzo, senior vice president of Gulf 
Oil Corp., told WPA members they 
represent a part of the industry that 
faces the greatest challenge. 

“You are the men needed more 
than others to create bigger markets 
so petroleum can grow. The extra 
demands are being made on you be- 
cause you are salesmen,” he said. 

“We in corporate marketing realize 
our dependence on you more sharply 
perhaps than you yourselves. We rec- 
ognize that the independent’s simpler 
organization and greater flexibility en- 
able him to exploit and establish him- 
self in new markets, where big sup- 
pliers are too ponderous to experi- 
ment.” Jobbers who pioneer in new 
markets, Guzzo contends, “face a 
most profitable future in the oil busi- 
ness.” 

“We enjoyed decades of growth,” 
Guzzo said, “brought about by the 
increase in motoring, with very little 
effort on our part except for main- 
taining our competitive positions. 
Now, formidable challenges to further 
progress confront us on every side.” 

Among challenges Guzzo cites are: 

e Self-service cars that need fewer 
oil changes, with a lube job every 
30,000 miles. 

e 30-mpg compact cars. 

e Foreign travel, with American 
spending $2-billion overseas yearly. 

e Backyard living. 

e Radio and television. 

“Every barbecue built, every swim- 
ming pool installed, all the enticing 
gadgetry of gardening and lawn tend- 
ing means so many hours not spent 
using gasoline. Americans have been 
sold on changing their way of life 
away from cars.” 

The industry, Guzzo said, is meet- 
ing these challenges. “Most car makers 
are behind the shorter motor-oil drain 





interval being pushed by API. But a 
constant effort by your dealers is 
needed to make this continuing pro- 
gram pay off.” 

WPA members got some idea of 
their future operations from E. K. 
Bennett, president of National Oil Job- 
bers Council. Bennett said jobbers will 
operate fewer but larger stations. 
“They will be more of the service- 
center type,” he said. 

Dealers at these stations, in addition 





You can improve 


LUBE ROOM 
EFFICIENCY WITH 
THIS 
GRACO TEAM 


From Graco hose reels in the 
lube bay to Graco pumps in the 
back room, the Graco team 
means faster, better and more 
profitable lubrication service. 

Designed for the service 
departments of tomorrow, 
Graco lubricating equipment 
works fast and looks good! 

For all the details on profit- 
making Graco service station 
equipment, see your nearest 
Graco dealer or write: 


ENGINEERS AND MANUFACTURERS 


Regions 


to selling oil, gasoline, lube, car wash- 
es, and TBA, will do motor tuneup 
and front-end work,” he added. 

And tank-wagon prices will be part 
of history. “Prices,” he said, “will be 
more realistic from suppliers, and we 
in turn are going to make a more 
realistic price to our dealers to let 
them meet the retail chain marketer. 
We will be able, too, to buy product 
on a basis that will enable us to get 
back into the consumer market.” 


PART OF YOUR 
BACK ROOM TEAM 


‘¥ 


PRESTO-PAK 


PORTABLE LUBE 
EQUIPMENT 


HYDRA-CLEAN 


STUBBY PUMPS HOSE REELS 


GRAY COMPANY, INC. 


565 Graco Square 
Minneapolis 13, Minnesota 


SEE PHONE BOOK YELLOW PAGES “LUBRICATING EQUIPMENT” 
OR PHONE YOUR NEAREST FACTORY BRANCH 


NEW YORK DETROIT 

RAvenwood 1-8585 TRinity 3-6900 
PHILADELPHIA 
BAldwin 6-3031 
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HOUSTON 
CApitol 7-1771 


ATLANTA CHICAGO 
TRinity 6-6374 MAdison 6-7048 
SAN FRANCISCO 

MArket 1-5941 





These Products | 


SELL 
— Freiue ts 


A COMPLETE LINE OF [eve ou wow 


MOTOR OIL CABINETS | el 


SELOML 


helps you... 
Increase motor oil sales 


Speed driveway service 
Promote station cleanliness 


Choose from 5 models 
including a new 48- 
inch SELOIL cabinet to 
match low silhouette 
pumps 








sn MESH HE 
lube-service center 


@ A complete customer reminder 
service and lube-bay record 
system including work desk. An 
effective system to build repeat 
business and lube-bay profits. 


| On antirecession grounds. 
| ductions 
| reverse the recession or promote long- 




















e ROLL-A-DOOR 
Tire Merchandising Cabinet 
MASS DISPLAY and point-of-sale adver- 
tising that’s always visible to increase 
tire sales. Opens in seconds. Doors 

roll on ball bearings. Capacity 108 
average size tires. 





@ Retreshment Patio 


Take advantage of today’s growing de- 
mand for vending. Build sales volume and 
improve station operation. Available in 
lengths of 12, 18, and 24-feet. 

VENDING SHELTER available for eco- 
nomical protection of vending equipment. 


MODERN METAL PRODUCTS CO 
P.O. BOX 1798 e GREENSBORO, N. C. 








What They’re Saying 


About the temporary 1¢ federal gasoline tax . 


the individual in the corporation . . 


with LP-gas . . 


¢¢ A gasoline-tax reduction [l¢ gal.] 
at this time—causing a loss of some 
$600-million a year—would be wholly 
contrary to the basic premise on which 
the 1956 Highway Act was agreed to. 


| Cost reappraisals since enactment of 


the temporary 1¢ increase in 1959 de- 
monstrate conclusively that it must be 
continued, if not further increased. 
Nor can a reduction now be justified 
If tax re- 
are deemed necessary to 
run economic growth, other tax cuts 
might prove more effective, or have 
higher priority.” President John F. 
Kennedy 


(¢ The federal 
tax on _ gasoline 
provides about 
80% of the rev- 
enue for the fed- 
eral share of the 
national highway 
program. In ad- 
dition, the gas- 
oline tax is also 
far and away the 
principal source 
of state matching 
funds and _ state 
revenues for highway operations out- 


Swearingen 


| side the federal program. Our industry 


believes that gasoline is bearing more 
than its proportionate share in the 
financing of the nation’s highways. 
We feel that gasoline taxation has 
reached the point at which it is neces- 
sary to look elsewhere for revenue to 
keep this program going.” John E. 
Swearingen, president, Standard Oil 
Co. (Indiana) 


¢¢ Industry must believe in its own 
justifiable viewpoint, live by it hon- 
estly, and speak about it believably 
to employes and others. If it does not 
do so, industry as we know it today 
will be extinguished. Without public 
understanding and support of its aims 
and methods, this system of ours, in 
which we rightfully take great pride, 
is doomed to wither in substance and 
die in spirit.” Winston S. Peeler, gen- 
eral manager of employe and public 
relations, American Oil Co. 


. heating 


. challenge to oil marketers 


¢¢ An organization does not flourish 
by virtue of the superior talents it 
enlists. All organizations fish in the 
same general pool, and it is unlikely 
that any nets a catch appreciably 
better than others. Its advancement 
will derive from having provided for 
its people a climate of achievement 
in which men of ordinary stature are 
somehow stimulated to extraordinary 
performance. The extent to which any 
given individual can produce beyond 
his rated capacity may be very small, 
yet the sum of these, added together, 
will make the difference between a 
great organization and an indifferent 
one.” Crawford H. Greenewalt, pres- 
ident, E. I. du Pont de Nemours & Co. 


(¢ If there are 6-million customers 
today using LP-gas for other than 
heating purposes, I am sure you can 
realize the potential if we can bring 
our fuel costs to a level which will 
encourage these individuals to heat 
with LP-gas.” R. J. Munzer, president, 
Petrolane Gas Service Inc., Long 
Beach, Calif. 


¢¢ In this compe- 
tition between op- 
posing systems— 
between freedom 
of choice and dic- 
tatorship — the 
great challenge is 
to the marketers 
in America. We 
have great pro- 
ductive capacity 
but nothing 
moves until some- 
thing is sold. It is our job as marketers 
to set in motion the demand that will 
keep our operations humming all the 
way back to the source of our raw 
materials. In doing so we will not 
only help ourselves but the countless 
others in the chain of activities behind 

This can be our contribution to- 
ward the preservation of a free market 
economy — one of the foundations 
of America’s productive strength.” 
Willard W. Wright, senior vice presi- 
dent, Sun Oil Co. 


Wright 
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“Ts 
nylon 
stretch 
costing 
‘you 
money?” 


TURN THE PAGE FOR THE 
LATEST NEWS ABOUT THIS 
PRESSING TIRE PROBLEM 











After 100,000 miles 


NYLON CORD TIRES READY 
FOR RECAPPING! 


CONTINUING TESTS ON TEXAS FLEET SHOW 
TYREX RAYON TIRES MEAN MORE MILEAGE, 
LESS DOWNTIME! Five months ago we showed you 


the above tires. They were the first to reach 100,000 


miles in the grueling tests being made on the trucks 
of the Ray Smith Associated Companies of Dallas, 
Texas. Result? 51.4% tread depth still left for TYREX 
rayon tires—none for nylon. 





Now, five months and scores of tires later, here are 
more amazing results: after 80,000 to 100,000 
miles, some TYREX rayon tires still have even 
more tread mileage left than those above—others 
less—with the average an incredible 40.2% more 
than nylon! Why the big difference? TYREX 
rayon tires grow less than nylon, for one, and that 
means less wear. So, for bigger profits—less down- 
time—put TYREX rayon cord tires on your fleet. 


Dramatic 100,000 mile 
test shows how TYREX 
rayon tire cord 

cuts costs! 








After 100,000 miles 

TYREX RAYON TIRES STILL 

HAVE 51.4% OF TREAD LEFT... 
THOUSANDS MORE MILES OF SAFE WEAR. 





> 
ce 


383 TRACTORS, 505 TRAILERS 


of Chemical Express are included in the test fleet. 
1000/20 standard production tires are used. All 
mounted on the drive wheels. Trucks haul cement 
on hot Texas roads with loads averaging 76,000 Ibs. 
—or 4,000 Ibs. per tire. 


For other cost-cutting advantages turn the page —»> 








3 more ways 
TY REX rayon t 
cut tire costs’ 


= 





Less groove-cracking 
.e TYREX rayon tire cord develops 
33° less “‘heat stretch’’ than nylon and 
that means less groove-cracking. Result? 
Less exposure to damaging moisture, grit, 
chemicals . . . longer tire life. 


¢) Keep more of their strength 
feed @ a tire heat soars At 220°—a 


temperature that occurs frequently during 
long, heavy, hauls—TYREX rayon tire 
cord retains 76% of its original strength 


while nylon drops to 67%! 





©) Easier matching on 
e). dual mounts “Heat stretched” 


tires are harder to match—carry more of 


the load on dual mounts—wear faster. 
Keep your tire costs down, your profits 
up with TYREX rayon tires! 


® 

A Cy_ TYREX, INC., Empire State Bldg., New York 1, N. Y. 
TY REX (Reg. U.S. Pat. Off.) is a collective trademark of 
TY REX Ince. for rayon tire yarn and cord. TYREX rayon 

Tl RE CORD tire yarn and cord are also produced and available in Canada. 


AVOIDS NYLON STRETCH 








Morrison saves every drop 


TIGHTER SEAL PREVENTS VAPOR FORMING—Your liquid h 
dling equipment will give you tighter connections, effectively prevents any vapor forming, ope 
is designed and engineered by Morrison. Morrison has served the gr 
inception with products and equipment that return more profit for the owner ar 


ANGLE CHECK VALVE, double poppet type ALL BRONZE FOOT VALVE 
Brass poppets on raised self-cleaning double poppet type. f care 
seats. Metal-to-metal contact. Model #33 fully guided brass. The seat 
has galvanized iron body. Sizes 14” and 2”. surfaces of these poppets are 
ground flat. Ideal for gasoline 
ervice. Model #335. %”, 


4 


VERTICAL CHECK wit! HEAVY DUTY 


brass body and ligt pring abuse by hea 


MANHOLE takes 
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1960 CATALOG now available. You will want this complete 
listing of equipment you need for profit and low maintenance. 
Order your copy today. 
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MORRISON BROS. Co. 
OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 
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... Double Contact 


Voltage Regulator is Adjusted 


Accurately to a New Setting 
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Delco-Remy’s 
Regulator 
setting down 


No electrical 

warm-up perioc 
out-of-limit s« 

sible. m CI 

country? Or fron 
Voltage settings can 
instantly—and 

to batteries C 
Longer life. Extra dependat 
other thing: This ne\ 
life-prolonging Doub 
that keeps generator vol 
control at ever 

this Delco 

twice the 

See how Delco-R 
omy atop 

Remy Double 

ment Voltage Re 

and truck you own 


designed to 


Delco-Remy 


electrical systems 


DIVISION OF GENERAL MOTORS + ANDERSON, INDIANA 


























SAVE *414 Rric 


IN THE FIRST VEAR! 








Now, you can save $312 to $433 in price* 
alone on a Ford Econoline Van compared 
to old-style half-ton panels. In addition, 
you can save over $100 every 16,000 miles 
you drive! 


These savings come with a man-size 
truck. The Econoline’s cab-forward design 
with welded ‘“‘body-frame”’ gives bridge- 
like strength and reduces dead weight to 
haul a full %4-ton. Only 14 feet overall, 
Ford Econolines are nimble in traffic, easy 
to park, need less garage space. Big 4-ft. 
door opening (both curbside and rear) and 
level cargo floor provide new loading ease 
. . . new load workability. 


Special Note To Pickup Owners: Now, you 
can protect your loads from weather and 
theft with an Econoline Van... yet, pay 
less* than for most conventional %-ton 
pickups. And you can get the same $102 
savings on operating expenses as shown at 
the right. 


*Based on acomparison of latest available manufacturers’ suggested retail prices 
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HERE'S HOW YOU SAVE 


SAVINGS ON OPERATING EXPENSES EVERY YEAR! 


GAS Econoline trucks can give 30% better gas 

mileage than conventional ‘-tonners. Figuring 

16,000 miles per year at prevailing gas prices, $70 
you save 





OlL—Crankcase capacity is only 342 quarts instead 

of 5 quarts, and the recommended oil change in- 

terval is 4,000 miles versus 2,000 miles. In 16,000 $13 
miles you save 





TIRES—Econoline tires last longer, cost less to 
replace. Prorated saving for 16,000 miles as high $16 
as $53. Typical saving 


LICENSE—In many states (not all) the license for an 


Econoline costs appreciably less—up to $30.40 per $3 
year. Average for all states is 


NO REAR ENGINE HUMP! 


$102 The Econoline’s “‘up front’’ engine leaves a level, knee-high 
SAVING ON PRICE —You can save $312 compared floor almost 9 ft. long. There’s no awkward rear-engine-housing 


to even the lowest-priced conventional 14-ton panel— $9192 hump to shrink the back entrance or hinder loading. And the 
and up to $433 against others! Saving at least Econoline Van provides over 204 cu. ft. of loadspace . . . up to 


TOTAL nest Cay NGS 7” 414 57 cu. ft. more than conventional 4-ton panels. aver 
and you keep saving : FORD TRUCKS COST LESS |. of | 
S ] 0 4 EY c RY VE A R | DI SEE YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK" FOR PROOF! | , 


FORD DIVISION, Tard olor Company, 
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The 


Mack Oil Company is one of the 
largest bulk plant operations in the 
Berwyn, Pennsylvania area. They 
serve home fuel oil customers within 
a 15 mile radius of the plant where 
Mack operates a fleet of 10 home 
delivery trucks. All are equipped 
with Marlow 2C2G Truck pumps 
for high-speed, home delivery. 

To keep pace with growing cus- 
tomer demand and truck delivery 


Marlou 


PUMPS 


» Marlow Pumps 
are available in 
Canada through 
Pumps & Softeners 
Limited. 


® 


HEART of any bulk plant— 


is the PUMP that's on the job! 





» 


w has pumpe 
gallons the first year 


OF BERWYN:-:: 


rates, Mack replaced two positive 
displacement pumps with one Mar- 
low 4E2EL and has more than 
doubled their loading capacity. To 
date the new Marlow at the heart 
of the system, has handled over 
7,000,000 gallons of +2 fuel oil 
without skipping a beat. 

Harold McCorry, Vice President 
of truck and bulk plant operations 
says, “We are completely sold on 
Marlow pumps and will continue 
to use these dependable units in the 


future. We’ve tried all types and 
Marlow is the best we’ve ever used.” 

Once you’ve used Marlow’s you’ll 
agree that for top efficiency in 
petroleum pumping, they’re unex- 
celled! Whether you plan a mod- 
ernization program or new installa- 
tion it will pay you to investigate 
Marlow’s complete line of pumps 
for every petroleum handling ap- 
plication. Write today for litera- 
ture and the name of your nearby 
Marlow dealer. 


MARLOW PUMPS® 


DIVISION OF BELL & GOSSETT COMPANY 


Morton Grove, Illinois 


MIDLAND PARK, NEW JERSEY 


Longview, Texas 
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seals ti ht e Let’s get basic: The prime function 

4 ® of a valve is to shut off a line. And 
Rockwell-Nordstrom valves do this job better than any other valve on 
the market. They live longer, too, saving you money every year in 


valve replacement. The cost? No more than ordinary valves. Write for 
complete information. 


ROCKWELL- Nordstrom VALVES 


ROCKWELL? 





| a 
+ ‘ ; 


Write to: Please send me Bulletin V-217. 
Rockwell Manufacturing Company 
100E N. Lexington Ave., Name 
Pittsburgh 8, Pa. 
Canadian Valve Licensee: Company 
Peacock Brothers, Ltd. 
Box 1040, Montreal, Quebec Street 
Rockwell International, S.A. 
81 Rue de la Servette Cit 

Geneva, Switzerland ¥ 
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Wi The “before and after” pictures show six of the group of SOHIO stations 
modernized in 1960. The man in the middle of all that modernization is 
Alfred B. Carmitchel, SOHIO’s Manager of Construction. Behind it all is 
National Petroleum News. 


As a result of Carmitchel’s reading of one NPN feature, and the criteria 
contained therein, he was able to generate new interest in evaluating a 
modernization program upon which a considerable sum was spent in 1960, 
and still more will be spent in the years to come. 


In service stations, as in all oil marketing operations, the key to profits 
today is modernization. To make a profit today, stations have to be able to 
serve more of the traffic... better and faster. The modernization to do this 
can include everything and anything that can be done toa service station from 
submerging pumps or improving TBA merchandising to twenty-four-hour 


operation. The search for profits in today’s mobile marketplace enlarges 
some stations, closes others and builds more. 


It’s the same with bulk plants and terminals. Modernization is the key 
to profits. Faster loading rates, automatic metering, faster turnover under 
the rack are what will up profits. Trucks, too, have to deliver more, faster. 
Modernization again! 


Oil marketing management men, like Carmitchel, in the major oil com- 
panies’ headquarters, division and district offices, and in the independent 
(jobber) oil marketing firms look to NPN for useful, money-making ideas — 
profit-making ideas. That means, today — modernization ideas. 


If you have a product that will help oil marketing management to profit- 
able modernization of any of its operations, advertise it in National Petroleum 
News. NPN promotes modernization editorially. Advertising in NPN sells 
products for modernization. 


A McGraw-Hill Publication o»** 2 


NATIONAL PETROLEUM NEWS 330 West 42nd Street, « 
For Oil Marketing Management rs New York 36, N. Y. bs 
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TAKES 
SPACE 
ONLY 
A LITTLE 
LARGER 
THAN 
THIS 
Wey. 4) | 3 


NEPTUNE 


 LEGUSTES 


.»» YET IT’S A COMPLETE TRUCK METERING SYSTEM IN ONE WEIGHT-SAVING COMPACT 








for.a better 


measure of profit 





Everything you need for accurate metering of fueloil or gasoline is built into one 
weight-saving unit in Neptune truck meters: an efficient air-release to remove 
slugs of air, a large capacity strainer to prevent dirt stoppages, a time-saving auto- 
matic quantity control valve, and confidence-building ticket-printer. 

Only Neptune gives you all these in so little space, with so much saving in 
weight. Only three connections to make. No “extras” to buy . . . fewer chances for 
leaks . . . less chance for improper installation. 

Most important . . . all these important accessories are designed by Neptune, 
assembled by Neptune, and calibrated as one unit by Neptune. 

Add Neptune’s splendid reputation for sustained accuracy and low mainte- 
nance, and you have the oil marketer’s most sought-after business friend. All sizes. 
Ask your Neptune Equipment Jobber or tank truck manufacturer for details. 


NEPTUNE METER COMPANY 
47-25 34th St., Long Island City 7, N. Y. 


L/QUID METER DIVISION 
Branches and Jobbers in All Principal Cities Q 


In Canada; Neptune Meters, Ltd., Toronto Ontario 
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A MESSAGE TO AMERICAN 


INDUSTRY + ONE OF A SERIES 


By our method of reporting unemployment... 





We’re Giving The 
United States A Black Eye 
That Is Not Deserved 


The way in which our unemployment is 
reported is giving the United States an un- 
deserved black eye around the world. The 
broad concept of unemployment we use 
exaggerates the amount of unemployment 
in the United States as compared to most 
other countries. Our reporting system also 
falls short of presenting a balanced picture 
by concentrating on people who are idle, 
while neglecting jobs that are idle because 
people cannot be found to fill them. This 
editorial explains these defects and suggests 
improvements. 

The Monthly Bulletin of Statistics, issued by 
the Statistical Office of the United Nations, has 
become a standard reference for international 
comparisons of economic performance, includ- 
ing employment and unemployment. Here, from 
the November, 1960 issue, is part of a table giv- 
ing comparative figures on the rate of unem- 
ployment for the United States and a group of 


Furopean countries: 
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UNEMPLOYMENT RATE 


Annual Jan.-June 
Average Average 
1959 1960 





West Germany . ee 2.4% 1.0% 
Netherlands ae ae 1.4 
Sweden ; Se ee 1.8 
United Kingdom .... a0 1.9 
United States ... Sale eee 6.1 





A Distorted Picture 

If taken at face value the table clearly says 
that the United States is doing far worse in pro- 
viding jobs for its citizens than the other coun- 
tries whose unemployment records are listed. 

But the figures are deceptive. They are 
made so, in part, by our government’s use of a 
much broader concept of what constitutes unem- 
ployment than is used by most other countries. 

Sweden provides a clear case in point. The 
table indicates that during 1959 Sweden had an 


unemployment rate of 2.0%, while the rate in the 





_ United States was 5.5%. But a report from Swe- 
den, published in the U.S. Department of La- 
bor’s Labor Developments Abroad, indicates 
that if they had used the same methods of calcu- 
lating unemployment as we, the reported jobless 
rate in Sweden would have almost doubled. Thus 
a large portion of the gap between the unemploy- 
ment rate in the United States and the unemploy- 
ment rate in Sweden would have been eliminated. 


Graduation To Unemployment 

In general, countries listed in the table use 
registrations at public employment agencies as 
the basis for calculating their unemployment. 
Our Department of Labor, in making its sam- 
pling of unemployment, includes unregistered 
young people who are waiting for jobs or train- 
ing opportunities as well as housewives who are 
looking for jobs in a general sort of way but who 
have not registered anywhere in search of them. 

It used to be that graduation from college was 
regarded as a day for great celebration and re- 
joicing. But, because of the way the Labor De- 
partment does its counting of unemployment, 
it is now a day of sorrow. For unless our young 
people immediately rush off to jobs, they grad- 
uate into unemployment and swell our jobless 
figures. 

While our government very expansively 
counts all the unemployed, there is no off- 
setting report on the number of jobs that 
are unfilled because no one qualified can 
be found to fill them. Currently there are 
many jobs in this category, and it is to be ex- 
pected that there will be more as the technologi- 
cal revolution picks up momentum. 

A properly balanced report on unemployment 
would include a record both of people who are 
idle, as conceived on some standard interna- 
tional basis, and jobs that are idle. A combina- 
tion of the two sets of data would provide a much 
better indication of the economic health of a na- 
tion than unemployment alone. 

The United Kingdom regularly collects fig- 
ures on unfilled jobs as well as the number of 
unemployed. Thus it is not an impossible task to 
collect information on idle jobs. For a fast 


moving economy, such as ours, the collec- 
tion of statistics on unfilled jobs presents 
special difficulties. But this information is 
so important that Congress should see that 
it is added to our employment and unem- 
ployment records. 


A National Disservice 

There is not the slightest inclination here to 
minimize the amount of unemployment in the 
United States at any time, or the crucial im- 
portance of doing everything possible to keep it 
at rock bottom. If the reporting of unemploy- 
ment were simply for domestic consumption, it 
would be possible to make an appealing case for 
using a very broad conception of it. This is one 
way of underlining the importance of the 
problem. 

But when, as is the case, international com- 
parisons of unemployment are treated as key 
gauges of the effectiveness of different econo- 
mies, we do ourselves an important national dis- 
service by using an exceptionally commodious 
concept of unemployment. American travelers 
abroad can testify that they are continuously 
being called upon to explain why the United 


States does such a relatively poor job in pro- 


viding employment for its people. This is an un- 
wise and unfair burden to impose upon the 
nation. We make enough mistakes of eco- 
nomic commission and omission without 
issuing reports that distort our economic 
performance to our own discredit abroad. 





This message was prepared by my staff asso- 
ciates as part of our company-wide effort to re- 
port on major new developments in American 
business and industry. Permission is freely ex- 
tended to newspapers, groups or individuals to 
quote or reprint all or part of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY 
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. troubled 
with 


When unloading transports carrying gasoline or 

fuel oil, a condition often occurs which produces air 

or vapor in the liquid. This causes binding or clogging in an ordinary 
centrifugal pump. Up to this time the only answer to this 

problem has been a more costly self-priming pump. Now Ingersoll- 


Rand has solved this problem with the new “Vapor-Flo” Motor- 
pump. This is a centrifugal pump with a special patented impeller 
that cannot clog or bind. “Vapor-Flo” units cost less than self-priming 
pumps but are up to 20% more efficient. Get complete details 

from your nearest Ingersoll-Rand office or your Oil Equipment Jobber. 


over a century of pump progress 
from the leading manufacturer « « 


Ingersoll- -Rand 


“‘Vapor-Flo” units 12 to 7'/2 HP sizes. 11 Broadway, New York 4, N. Y. 


OTHER I-R PUMPS FOR LIQUID FUEL SERVICE 


Self-priming pumps Horizontally split pumps Cradle mounted pumps 
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Now—a shock line that s ene 

















SELL AMAZING NEW I SUPERLIFTS TO LEVEL HEAVY REAR-END LOADS 


You've never seen a load-compensating shock absorber like the new Superlift... 
and neither have the ari retailers and car dealers (for new wagons and cars, too!) 
who've been a g for it. Superlifts are ideal for the trailer owner, boat owner, sales 
man...and any vers who carry extra loads in the trunk or rear seat. @ atailors 
can assure these customers that Superlift will keep their cars level under heavy 
rear-end loads! Superlift combines the famous, proved Superide Shock Absorber 
with a specially designed air chamber. It inflates in seconds to level the car with the 
load, deflates ney to keep it level when the load is removed. Both ways, the car 
Stays level, g a ooth, safe ride. And Superlifts are completely adjustable, to 
satisfy a wide range of individual load requirements. @ Superlift has no metal springs 
to break, can't lose shock action through accidental air loss. They’re installed on 
the rear only... retailers don't have to sell front shocks to give customers the 
exclusive 90-day money-back Trial. 


These completely new Superlift sales features will pump up your shock sales 


—and profits! »* Exclusive, balanced, integrated air system ¢ Can be installed 


or without in-trunk inflation kit ¢ Superior ride characteristics 
Infinitely adjustable to extra loads e¢ Small inventory, broad 
verage—13 numbers cover 80% of popular cars ¢ A one-price 
line ¢ Simple part numbers ¢ Colorful sales-building packaging 


THESE EXTRA QUALITY FEATURES ASSURE SATISFIED CUSTOMERS, 


EXTRA PROFITS FOR YOU! NYLON PISTON 
RING—Smoother bearing surface for long life. (2) “POSICONTROL” 
FLUID—Keeps load constant regardless of temperature changes. 
“POSICONTROL” VALVES—Maintain best ride on all types of 
roads. MULTI-LIP ROD SEAL—Double protection against fluid 
loss. INDUCTION-HARDENED PISTON ROD—Polished high 
carbon steel. Extra strong, resists wear. (©) MIRROR-FINISHED 
CYLINDER—Precise dimensions and smooth bearing surface for 
long, dependable performance. [7] ALL-WELDED CONSTRUC- 
TION—Greater durability, positive anti-leak sealing. [®) HIGH- 
PRECISION GUIDE BEARING—Assures accurate alignment, 
smooth, quiet operation. AIR SPRING. | AIR CHAMBER. 
NYLON TUBING*. AIR FILL VALVE* (on Superlift only). 
*Low-cost optional convenient trunk inflation kit. 
| BOTH SUPERLIFT AND SUPERIDE FEATURE THE NYLON- 
SKIRTED PISTON! Gives car owners a better ride longer. This 
unique nylon-skirted piston virtually eliminates scoring of 
cylinder walls; prevents fluid leakage past piston. 
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... and loaded with profits for you! 












































SELL SUPERIDE SHOCKS FOR NORMAL REPLACEMENT JOBS 


For shock replacement that does not involve the heavy rear-end loads requiring Superlift, here’s the 
perfect partner—Superide! And when your retailers install Superlifts, they check the front end, too, 
for a Superide sale. HM You buy Superides for less than you'll pay for most other well-known shock 
brands... yet you still make full gross profit when you sell them. Superide gives you other profit- 
building sales features, too: e A ONE-PRICE LINE—You pay one price for any Superide, front or rear, 
for all American cars. You can quote and promote one price for all shocks. e BROAD COVERAGE 
WITH SMALL INVENTORY—uJust 8 pairs cover approximately 53% of the cars on the road... 16 pairs 
cover 78%! M@ In addition, Superide gives you a simplified three-digit numbering system, neat, attrac- 
tive, well-marked packages, and you can get all the merchandising help you and your customers need 
to cash in big... the best shock absorber deal in the business! 


Look at the merchandising and sales help you can offer with Superlift and 
Superide/ Here's real customer-attracting material designed to boost your retailers’ shock absorber 
business, build sales and profits, too! SHOCK . DISPLAY AND SERVICE CART— 


All steel, rolls on rubber tires; a complete “shock —— department” that stocks, displays, sells. 


‘\ “a8 SUPERLIFT SELLER'S GUIDE—Gives applications and sales features; fits under cart lid, on 


Lae ewan oS 
wall or window. SUPERIDE DEALER DECALS -— Colorful, hard-selling display on window or lube bay door. 


SHOCK ABSORBERS . a0 


aed HANDOUT LITERATURE-— Sells customers the need for new absorbers while you're 


. » TAILGATE BANNER-—A shock “traveling salesman.” 


 — ae 


OF-PURCHASE DISPLAY—Aimed at Superlift prospects. =| DRUM WRAPPER-— Shows customers 


a 
where old shocks belong. a SERVICE TOOL—Makes it easy to remove, replace bayonet types. 


At last—a line that puts you on the road to profitable shock absorber business in a really big way—with a mini- 
mum investment! New Superlift for heavy rear-end loads —Superide for normal replacement jobs —plus national 
advertising and merchandising help for your retailers to tie in with it. A combination stock lets you get all the 
profit opportunities. Call your United Motors representative for the whole story! 


Products of General Motors, distributed through UNITED MOTORS SERVICE 


Watch for Superlift and Superide advertising in The SATURDAY EVENING POST 
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Get the Best 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 
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Ahead of the News 





IN WASHINGTON 


Tax Fight Coming—A hammer-and-tongs battle is the 
prospect this month in Congress. The House ways and 
means committee has gone to work on President Ken- 
nedy’s tax proposals for this year. Kennedy’s novel re- 
quest for an investment incentive through tax credits of 
$1.7-billion for industry will meet heavy opposition 
from conservative Congressmen who prefer liberalized 
depreciation, and from labor leaders who question the 
need for any incentive at all for industry expansion and 
modernization. Kennedy’s plans to tighten up in other 
areas to make up the $1.7-billion lost revenue are just 
as controversial, and just as likely to come out in radi- 
cally altered form. 

e@ Kennedy’s proposal to tack a 2¢-per-gal. impost 
on jet fuel, the same as the tax on aviation gasoline for 
commercial use, may well survive. For one thing, it 
doesn’t go as far as former President Eisenhower’s re- 
quest for 4.5¢ per gal. on both fuels. It’s less likely that 
Congress will approve of 0.5¢ each year in both levies. 

e A crackdown on expense accounts will probably 
come, but won’t go as far as Kennedy tax-policy offi- 
cials would like. They envision, for example, a $25- 
per-day travel-allowance maximum, and similar limits 
on the amounts that can be charged off for business 
entertaining. 

e@ Opposition is just as keen to repealing the $50 
exemption on dividends, the 4% tax bill credit allowed 
on dividend earnings over $50. 

e A tougher approach to taxation of cooperatives 
is also part of the Kennedy plan. He wants either the 
co-ops, or their patrons, taxed on all earnings, but 
would continue exemption for rural electric co-ops and 
credit unions. 


Setback on ‘Gas’ Tax—In another tax area, oil has 
been set back in its drive for an end to the “temporary” 
fourth cent in gasoline tax, and will probably have the 
tax at 4¢ gal. until 1972. The House ways and means 
committee gave in to trucker pressure and lessened the 
impact of new taxes on trucking proposed by Kennedy. 
The committee would maintain the pace of highway 
building by diverting taxes from general treasury funds 
to the highway trust fund and keeping the status quo 
on gasoline taxes. The administration won’t fight the 
diversion from treasury funds, and Congress is expected 
to approve the House-committee compromise. 


Collision Probe—First round of an investigation of 
collisions between tank trucks and trains gets under 
way May 8. Interstate Commerce Commission will 
hold a prehearing conference then to set up ground 
rules for the investigation. The outcome may be addi- 
tional legislation to tighten rules for reducing accidents. 
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AROUND THE COUNTRY 


Brand-Switch Season—At least three big new brands 
are blooming this spring: 
@ The Enco brand, which will 
be extended to Humble Oil & 
Refining Co. outlets in all regions 
but Esso’s as of May 12. For all 
practical purposes, this means 
Enco is it as Humble’s national 
brand. Barring an absolute top- 
level reversal, it’s speculated that 
the Enco oval sign will eventually be seen nationwide, 
proceeding ultimately even into original Humble and 
Esso territory. 

e@ The American brand, unveiled in former Amoco 
and Utoco territory by American Oil (Standard of In- 
diana subsidiary) in late April. New American signs in- 
corporate the red-white-and-blue color scheme and 
flaming torch long identified with Standard of Indiana. 
This gives American Oil coast-to-coast coverage under 
one brand name. 

a 

e@ The Tenneco brand, unveiled in the Rockies and 
Southeast at Tennessee Oil Refining (formerly Bay, 
now Tenneco) outlets as of April 23. Tenneco too aims 
for coast-to-coast coverage eventually. 


* 
Quota Dodges—Three ways of dodging imports quotas 
are bothering some suppliers bound by quota restric- 
tions. First is the so-called “Brownsville (Texas) Loop” 
through which Panuco crude oil from Mexico enters 
at the rate of 50,000 b/d, as estimated by a major 
company vice president. In-shipments transported from 
Tampico to the Brownsville port in tankers are put in 
bond, hauled across the border to Mexico in trucks 
which turn around and re-enter the U.S. quota-free 
under exempt overland imports regulations. The In- 
terior Department is trying to stop this through negotia- 
tions with Mexico. Second, some U.S. refineries near 
Canada receive pipeline crude to meet requirements. In 
addition they receive imports quotas. Third, about half 
of the products from Puerto Rico’s two refineries are 
shipped to the U.S. Altogether, the three sources may 
total about 125,000 b/d, a major company executive 
asserts. 

e 
Burner-leasing—A major oil company is studying an 
experimental program of leasing oil burners to house- 
holders to save them the expense. Under the plan, the 
company would supply the product and charge a flat 
fee covering product and use of equipment. 

© 
Cutting the Fuel Bill—Experimental burner equip- 
ment being tested by a major oil company will reduce 
heating-oil consumption by 17% if it lives up to ex- 
pectations, a top marketing executive reports. The lower 
fuel bills should make heating oils more attractive to 
householders, he says, thus offsetting reduced demand 
suppliers may suffer. 


More Ahead of the News 
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Ahead of the News 


Nine-Grade Blending—Sun Oil Co. is going from 
six-grade to nine-grade blending, utilizing all the posi- 
tions on its Wayne pumps. Two of the new grades 
{Sunoco 180 and 190) are being added below Sunoco 
200, Sun’s regular-grade gasoline: these will be aimed 
at private-brand competition, says Willard Wright, Sun’s 
senior vice president. Wright reports the number of 
private-brand stations in Sun’s market has increased 
68% in the past six years, while the number of major- 
brand outlets has gone up only 2%. The decision to 
move to nine grades is based on the success of its 
“Cent-A-Brand” station in New Castle, Del., (NPN— 
Nov. ’60, p77), Sun says. 





Heavy-Oil Switchback—In Milwaukee, an active pro- 
gram for converting natural-gas users in schools and 
hospitals back to No. 5 and 6 oil is getting under way. 
Keyed to this is a guaranteed maximum price. If the 
user’s bill falls below that price, the buyer gets a break; 
if it goes above it, the marketer sustains the difference. 
The program is sponsored by a jobber. 


New Jobber Survey—A “comprehensive” survey on 
Indiana jobber operations will be presented at this 
month’s National Oil Jobbers Council meeting in Miami 
(for more on Oil Marketer’s Week in Miami, see page 
74). The survey is being prepared by Dr. Charles Hewitt 
of Indiana University, adviser to the Indiana jobber 
association. “Supplemental” material on jobbers will 
come from California Petroleum Marketers Council 
delegate Herb Richards (Coast Oil, San Jose), covering 
California, Washington, and Oregon. Other material 
will be presented for the Minnesota-North Dakota area, 
represented by Northwest Petroleum Assn. 


Getting Better Dealers—Oil companies may get 
help soon in the perennial problem of oil companies— 
finding good dealers. The U.S. Employment Service has 
indicated it’s willing to prepare a series of aptitude tests 
designed to tell whether prospective dealers have neces- 
sary qualities. A top employment-service official has 
given industry leaders an informal promise that the 
tests will be devised if recently instituted aptitude tests 
for service-station attendants arouse enough favorable 
response. 


Ford in TBA?—By its recent deal with Autolite, Ford 
Motor Co. is entering the replacement market with a 
line of spark plugs, batteries, and electrical components 
to be sold under the Autolite trade name. Autolite is 
keeping its private-brand battery business and will also 
continue to market plugs and batteries under the Prest- 
O-Lite and Rebat brand names. 
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One-Cent Pressure—Cases of a 1¢ spread between 
major and independent prices are cropping up in more 
and more areas of the country. This so-called “West 
Coast phenomenon” (see page 57) has been reported 
in markets where there is heated competition between 
“national” private-branders and major outlets. (More 
on this aspect of pricing—currently the hottest issue in 
gasoline marketing—in a special report starting on 
page 65.) 
> 


WPRA-NPA Merger—According to the timetable, by 
July 1 the new National Petroleum Refiners Assn. will 
be formed through the merger of Western Petroleum 
Refiners Assn. and National Petroleum Assn. For the 
time being, there will be two headquarters: Washington 
(NPA’s base) and Tulsa (WPRA’s base). There will be 
two top men as equals: Donald O’Hara, general coun- 
sel of NPA, and Paul Williams, secretary-treasurer of 
WPRA. Two meetings will be continued: the spring 
meeting in San Antonio and the September meeting 
in Atlantic City, eliminating the spring meeting in 
Cleveland. William J. Carthaus continues as president 
of WPRA until the merger, having been elected to an 
unprecedented third term. 

Speculation among informed industry observers is 
that ultimately a single location may be chosen for head- 
quarters, and that, after a shakedown period, a single 
figure will exercise dominant authority. 


Phillips Signs with Diners’—Phillips Petroleum Corp. 
now honors Diners’ Club credit cards at nearly all of 
it 18,000 service stations and marinas in 40 states. 
Largest other oil company associated with Diners’ is 
American Petrofina, with some 1,700 outlets accepting 
Diners’ cards. 

e 


‘Oil Needs Jobbers’—The oil industry is counting on 
jobbers to pioneer “profitable new methods of opera- 
tion and profitable new markets” in the years ahead, 
says J. L. Lenker, Gulf Oil’s marketing vice president, 
in a speech to Empire State Petroleum Assn. Jobbers 
“have been the industry’s marketing pioneers to a far 
greater degree” than suppliers have been, Lenker says. 
“In this new era, those who thrive and prosper will be 
characterized by flexibility of organization and opera- 
tion,” he adds. 
. 


Lube Prospects—The outlook for lubricants is not too 
good in the U. S. but quite good abroad, says J. A. 
Coble, manager of Mobil’s economics department. Coble 
believes domestic demand will be off 0.6% this year 
from 1960, while exports will gain 4% for a net gain 
of 0.6%. 

g 


Quota Problems—At least one major oil company 
finds it can’t fulfill its contractual commitments to all 
its utilities customers because of reductions in its im- 
port quotas. It’s now cancelling contracts and worrying 
about the consequences. 
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Trends to Watch 


California pricing revolution: Chapter II. Last month’s Trends (NPN— Apr. 
p95) reported on “gut-rending” price war in California, possible effects on 
West Coast price structure. Also reported that state’s attorney Mosk would 
investigate and recommend preventative legislation. 

Pressure on 2¢ differential is extreme now. Meeting of independent mem- 
bers of California Petroleum Marketers Council in mid-April brought a 
resolution that in effect, the 1¢ differential be recognized as “the only 
viable” differential under present circumstances. 

CPMC counsel Dan Lundberg had been plugging a three-price struc- 
ture: “Authentic” independents 2¢ below majors, major-affiliated inde- 
pendents 1¢ below. In remarks at the mid-April meeting, he said he had 
“no hope” that this would materialize, talked up wisdom of 1¢ differential 
instead. Members adopted his “educational” by secret bailot, put them into a 
resolution that carried this proviso: 


“ 





... It is to be noted . . . that in adopting this resolution, the member- 
ship also registers its repugnance for the apparent necessity to sell at but CPMC’s Lundberg 
one penny below major companies as the price for any return to normal.” 


One big question remaining: Having resolved against the 2¢ differential, 
will California’s rugged-individualist independents abandon it in practice? 
If not, will majors unaffilated with private brands tolerate a 2¢ spread? And 
if not, will California’s price warfare drag on to the bitter end? 


State’s attorney Mosk found no violation of state laws after a 30-day 
investigation of the price war. But Mosk’s report to the legislature—pre- 
pared by assistant attorney general William C. Dixon and deputy attorney 
general Miles J. Rubin—included two recommendations of legislation: 

@ To require a seller “of any product sold for resale purpose” to specify 
the “true selling price” to the reseller, so that actual cost of sales could 
be readily determined. This is interpreted as a move to beef up the state’s 
Unfair Practices Act. 

e To prohibit commission-consignment operation under which the sup- 
plier determines pump prices of gasoline. This would diminish the majors’ 
ability to affect retail price levels directly. 

The report states that true independents are suffering most from the 
price war, having gone from 15% of the gasoline market to 5% since 
1950. It concludes that the price war grew out of the entrance into the 
California market of major Eastern oil companies. Attorney general Mosk 
says, “We shall continue to observe this situation, and if any clear violations 
of law are discovered, we shall initiate appropriate legal action.” 


No corrective legislation is likely, says Assemblyman Bruce Allen (R., 
Los Gatos). Allen initiated the resolution asking for the Mosk investigation, 
and has been hailed by some as a strong voice for the independent. “There 
is nO Magic wand in Sacramento to wave and end this problem,” says Allen. 
He does note a pending bill to amend the state’s Unfair Practices Act so 
that “discriminatory rebates” would be illegal, whether made secretly or not. 


The trend in California’s hassle over price structure remains problematical. 
The trend in regulation is clearer. The West Coast oil industry now proceeds 
with the government’s hand on its shoulder. 
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Your Personal Business 


Don’t forget your fishing gear if you’re heading for Oil Marketing Week in Miami 
(see page 72). The area claims 600 kinds of fish, in both fresh and salt water. 
Izaak Walton never had it like this. 

You can be a very Compleat Angler in Miami Beach. You may surf-cast from 
beaches for bluefish or pompano. You may drop your line from one of the area’s 
numerous bridges. From a canal bank you may cast for bass, snook, and snapper, 
or troll and spin in the bay for trout and tarpon. 

A charter boat for deep-sea fishing in the Gulf Stream (prizes catches are sail- 
fish, dolphin and bonito) will run you around $75 a day for a party of four, or 
$40 the half day (so you can get that morning meeting in). Small boats and a full 
line of tackle can be had on a rental basis almost anywhere in Miami Beach. If you’re 
not much of a fisherman yet but would like to try, you can go bottom fishing 
from a party boat that takes two or three dozen people out twice a day, with 
a night run for snappers. And if you’re looking for something really different, 
there’s always skin-diving with a spear (also rentable). 

Miami’s Waltons tell you to buy your lures when you get there. Every tackle 
shop has its expert, and he’ll give you specialized advice for particular fish. 

The sailfish is something of a star locally, and is probably the one your brother 
Fred had his picture taken with when he was in Miami last winter. But there are 
many more good ones. Other favorites are amberjack, barracuda, channel bass, 
cobia, jewfish, ladyfish, Spanish mackerel—plus those already listed, and the 
583 others Miami proudly claims. 





—NPN— 


“When you compare them against the most productive years of men’s lives, gold 
watches are small things,” says Union Oil Co. of California’s senior vice president 
of marketing, Fred L. Hartley. “But we do hope they will be accepted in the 
same spirit in which they are presented—as a sincere thank-you for the success 
[the recipient has] brought to Union Oil Co.” 

Presentation of watches to senior employes is one of the oldest fringe benefits 
in the books. Now Union Oil has put a new twist on the idea, awarding gold 
watches to consignees and dealers after 30 years of affiliation with Union. (At 
the same time, Union lowered the length-of-service requirement from 35 to 30 
years for all employes.) 

Union’s innovations resulted in the largest watch order in its history: 613 men’s 
watches to consignees and dealers after 30 years of affiliation with Union. (At 
three. The watches selected by Union are Girard-Perregaux (retail value: $225)— 
flown from Switzerland, engraved in New York, and flown on to Los Angeles for 
presentation. 
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BULLETIN: 








In case you missed it, the oil story your customers have been 
reading has been running in spreads and full pages in 1,340 
newspapers. It is now repeated below and on the following pages. 

It tells about the greatest motor oil advance since 10 W-30. 
And it has already talked to 43,383,000 readers. Marketers of 
Shell products are reaping the pay-off. 








REMARKABLE OIL BREAKTHROUGH: 





Suddenly Shell makes every other motor oil obsolete 


—with a revolutionary new formula which fights five 


internal troubles that can shorten engine life 








Shell’s research into engine behavior reveals five common 
internal troubles that can shorten the life of your car. 

These troubles are additive ash, crankcase dirt, temperature 
changes, engine acid, and cooling system leaks. They all act 


silently and unseen. 


Read how new Shell X-100® Premium Motor Oil prolongs 
engine life by fighting all five troubles—and why Shell scientists 


can make this unique promise. 


opay, every Shell dealer in Amer- 
I ica has new Shell X-100 Premium 


Motor Oil ready for your Spring oil 


change. 

New Shell X-100 Premium is a gen- 
uine scientific breakthrough because it 
is the only motor oil available that 
helps protect your car simultaneously 
against these five internal troubles that 
can shorten engine life. 

Do you know what these troubles 
are? If not, you owe it to your engine 
to read this advertisement. Ten min- 
utes’ time now can save you hours of 
trouble in the future. 


Trouble #1 
— additive ash 
Metallic ash is formed by the metallic 
additives which are used in all other 
multi-grade oils. 

When allowed to build up, it can 
seriously affect your engine’s perform- 
ance—and can make it knock and run 
roughly. 

New Shell X-100 Premium Motor 
Oil causes no such problems. Shell's 
revolutionary formula does not contain 
a single metallic additive. 

No metal additives. No additive ash 
from motor oil. It’s as simple as that. 
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Simulated hot piston test reveals 
freedom from additive ash. At top: 
conventional multi-grade oil leaves 
ash deposit. Bottom: the complete 
vaporization of X-100 Premium. 


CONTD. NEXT PAGE => 
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Radioactive piston ring was used to test wear-reducing qualities of various motor 
oils. Such tests, plus those shown on other page aided development of X-100 Premium. 


Trouble #2 
— crankcase dirt 
All engines accumulate crankcase dirt 
no matter how well they are protected 
by filters. 

The problem is to stop this dirt from 
forming sludge which can clog your 
engine. 

Most premium oils use a detergent 
additive to do the job. But, most deter- 
gents contain metals and cause ash. 

Shell replaces detergents with a re- 
markable new ingredient known as a 
dispersant. Shell scientists call it Alka- 
dine.* 

Alkadine in new Shell X-100 Pre- 
mium helps keep your engine 
clean by holding dirt particles 
apart. Thus they don’t form sticky 
sludge. Some particles are trapped 
by the oil filter, some drained out 
when you change your oil. 


Trouble #3 
— temperature changes 
Many motor oils tend to become too 
thick when cold and too thin when 
hot. 

New Shell X-100 Premium with 
Alkadine puts a stop to extreme 
changes in viscosity and keeps its lu- 
bricant power throughout the most 
violent variations of season, weather 
and driving conditions. 

It is an all-year oil. Here’s how it 


works. Once again the main secret is 
Alkadine. It happens to have molecu- 
lar structure that resembles a basket 


of eels. 

When Alkadine is cold, its eel-like 
molecules curl up as if for comfort. In 
* Trademark 


60 


effect, they take up less space in the 
oil—and the oil flows freely through 
the tightest bearing, even on cold 
nights. 

Conversely, when the Alkadine in 
new X-100 Premium is hot, its mole- 
cules uncurl. They take up more room. 
And the oil resists thinning. 


Trouble #4 
— engine acid 
All automobile engines manufacture 
acid. This can do far more damage 
than friction. 


New Shell X-100 Premium — now 
making extra sales for Shell dealers. 
One way to combat engine acid is 
to make the oil alkaline. Many oils use 
this method. But here’s what happens. 
The neutralizing effect of alkaline 
oil inevitably gets weaker and weaker 
as engine acid eats up the alkalinity — 


till it eventually stops working com- 
pletely. When this happens, your oil 
no longer gives you the anti-acid pro- 
tection that your engine requires. 

Shell tackles this troublesome acid 
problem in a new and better way. 

Thanks to Alkadine and other spe- 
cial nonmetallic additives, X-100 
Premium actually plates all engine 
surfaces with a tough, thin chemical 
film. 

In a chemical sense, the metal liter- 
ally adsorbs some of Shell X-100 Pre- 
mium’s protective qualities. Our chem- 
ists call this interesting phenomenon 
“chemisorption.” 

“Chemisorption” offers a longer-last- 
ing protection against acid attack than 
any other method so far invented. 


Trouble #5 

— cooling system leaks 
Tiny leaks of permanent anti-freeze 
can react chemically with many oils 
and form a horrible sludge that can 
actually bring an otherwise healthy en- 
gine to a standstill. When this hap- 
pens, you re on the way to a major 
repair bill. 

New X-100 Premium sets all such 
fears at rest. It resists reaction with any 
sort of anti-freeze. 

Do you pay more for 

X-100 Premium protection? 

At most, Shell X-100 Premium costs 
less than a penny a day above the price 
of regular oil. Yet every drop of X-100 
Premium is prolonging your engine's 
life by helping protect it from the five 
internal troubles listed above. 


CONT. NEXT PAGE => 
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BREAKTHROUGH, Cont. 








How Shell scientists tried to ruin $270,000 worth 
of cars to prove new Shell X-100 Premium 





To prove and “wring out” new Shell X-100 
Premium, Shell used a whole new fleet of 
ninety test cars. All stock models. 

Shell test drivers drove over 5'2 million 
miles under all kinds of conditions—and Shell 
X-100 Premium proved itself time and again. 

If you are really interested in prolonging the 
life of your car, you should read the facts. 


RMED WITH their new 
A $270,000 test fleet, Shell’s 
test drivers had great fun. 

They set out on a deliberate 
program of studied scientific 
brutality. Brutality to cars. 
Brutality to ordinary engine 
oils. Brutality to new Shell 
X-100 Premium. 

When the drivers brought 
the cars back, Shell’s scientists 
went to work. 


Engines torn apart 


They tore the engines down. 
Measured critical engine parts. 
Examined them for dirt and 
wear. 

They even used radioactive 
tracers in a laboratory engine 
to study the effectiveness of 
new Shell X-100 Premium. 
Here are six of their findings. 
They make good reading for 
anyone who wants to prolong 
the life of his car. 

1, Engine wear was minuscule. 
One car, lubricated with new 
Shell X-100 Premium, still 
had the tool marks on its piston 
rings after seventy thousand 
miles. No motor oil can lubri- 
cate better than that. 

2. Cleanliness ratings were 
exceptional. Shell X-100 Pre- 
mium’s average rating for lac- 
quer was 9.5 out of a perfect 
score of 10. A score of 9 is con- 
sidered to be excellent. 


3. Rumble, that strange new 
phenomenon, was curtailed 
with Shell X-100 Premium. 

Rumble is a sort of baritone 
knock. It afflicts high-compres- 
sion engines especially, causing 
an eerie and dangerous vibra- 
tion. 

Rumble is usually caused by 
combustion chamber deposits 
that make the fuel-air mixture 
explode prematurely. Shell 
X-100 Premium goes to the 
heart of the problem. It refuses 
to create new deposits. 

In one rumble test, Shell 
X-100 Premium allowed a 
high-compression engine to de- 
velop 22% more rumble-free 
power than an engine lubri- 
cated with ordinary oil. Shell 
X-100 Premium was 6% better 
on rumble than even expensive 
laboratory “reference oils.” 


4. Wear on cylinders and rings 
was scarcely detectable on cars 
using Shell X-100 Premium. 
After an amazing 120,000 
miles at racetrack speeds, one 
powerful eight-cylinder engine 
showed only .0002 inch cylin- 
der wear per 10,000 miles. 


5. Oil consumption with Shell 
X-100 Premium was a real 
cause for cheers. 

The average consumption 
for 9 cars driven at 60 mph to 
100 mph for one hundred 


thousand miles was only one 














The sticky mess at left is sludge. The test car was lubricated 
with ordinary oil. A part from another car is shown at right. 
This car had the same number of oil changes, but Shell X-100 
Premium kept the dirt dispersed so it has drained out with the oil. 


quart for every 1,800 miles. 
6. Sludge in crankcases lubri- 
cated with Shell X-100 Pre- 
mium was reduced to almost 
half the amount lubrication ex- 
perts consider acceptable. 

And that’s just six findings 
out of a thousand facts—all of 
which prove that new Shell 
X-100 makes every existing 
motor oil obsolete. © 

Don’t you think it’s high 
time you changed to Shell 
X-100 Premium? If so, here’s 
the best way to do it. 


1. Drive your car until the en- 
gine is thoroughly warm. 

2. Ask your Shell service man 
to drain your oil while it is hot. 
Also make sure to tell him to 
replace the old oil with new 
Shell X-100 Premium. It comes 
in a distinctive white can. 
Check this point. 

No other premium oil will 
give you the same sort of pro- 
tection. 

3. If your car has an oil filter, 
have the filter cartridge 
changed, too. 

This will remove some of 
your engine’s old dirt and con- 
tamination. 


4. Have your air filter element 
cleaned or replaced also. It’s a 
simple job. And it helps pre- 
vent further unnecessary con- 
tamination. 

And that’s all there is to it. 
A few extra minutes in your 
Shell service station. A few 
extra pennies for a refill with 
new Shell X-100 Premium. 
And your reward, as these tests 
verify, can be longer engine life. 

Look at it any way you 
please. Shell X-100 Premium 


Motor Oil is quite a bargain. 





A BULLETIN FROM 
SHELL RESEARCH 
—where 1,997 scientists 
are working to make your 
car go better and better 
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This Spring 





RED SKELTON 
ON TV 
FOR 


Sinclair 








“The Red Skelton Show,” starring America’s favorite clown 
and comic, will be sponsored this spring by Sinclair Refining Company 
on behalf of Sinclair Distributors, Marketers and Dealers, starting 
Tuesday, May 9th, 9:30 P.M., EDT, over the CBS-TV network. 


Millions of motorists will be told important news about a great 
new name in gasoline, Sinclair Dino, the regular-priced gasoline that 


matches the performance of premium gasolines in 3 out of 5 cars. 


In addition to “The Red Skelton Show,” newspaper and radio 
advertising will introduce Dino Gasoline. 


Aggressive advertising is just one of the reasons it will pay you 
to investigate the advantages of handling Sinclair 
products. For the many other reasons, ask your 
Sinclair Representative. Or write Sinclair Refining 
Company, 600 Fifth Avenue, New York 20, N. Y. 
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NPN 


ME GLO BOE IES 


EDITORIAL 


TBA and Upper Management 





LE poem indicate that TBA will come 
in for more attention than ever. In some 
oil companies, upver and top management is 
concerning itself with this important segment 
of marketing. In companies where TBA is still 
treated as a routine or secondary matter, pol- 
icy-making management should take another 
look at it in the light of recent developments. 

First, of course, is the recently-declared ban 
by FTC on commission override arrangements. 

Next, there is the question of TBA divorce- 
ment. The Automotive Service Industries Assn. 
(ASIA) and the National Congress of Petro- 
leum Retailers (NCPR) have been pushing for 
remedial action, charging that oil companies 
coerce their dealers. This could mean divorce- 
ment of TBA from the supplying oil com- 
panies. ASIA, however, has suspended its cam- 
paign against the oil companies in what 
amounts to a truce (NPN—Appril p106). 

There is evidence that the industry’s impor- 
tant TBA industry is becoming a political foot- 
ball. Already some federal agency officials, in- 
dustry critics, Congressmen are using it to the 
industry’s detriment. The industry has left itself 
open to criticism by not giving TBA the top- 
drawer consideration it deserves. 

There are three things that can be done, and 
a few companies are doing them: 

e@ Upper management would find it well 
worth its while to become familiar with all as- 
pects of TBA developments and their impli- 
cations. 

e@ Companies should publicize and imple- 
ment their TBA policies. If any supplier doesn’t 
already have a sharply defined TBA policy, he 
would do well to consider one. It’s clear that 
companies guilty of dealer coercion are likely 
to get into trouble if they’re caught. Mobil Oil 
did a smart thing a few weeks ago when it un- 
dertook an impactful but discreet promotion 
campaign to publicize its policy, stressing that 
its dealers are independent and that Mobil 


FEDERAL AGENCY 
cRITKS 


HOSTILE 
CONGRESSMEN 


' 
! 
! i * 
‘\ VINCE COOGAN 


“They took the ball away” 


salesmen practice the policy. Since then a few 
other companies have planned similar action. 

e@ New efforts to exploit TBA potential at 
service stations will help both dealers and their 
suppliers. True, most companies have active 
TBA programs, but some of them have become 
pretty humdrum. It’s also true that many deal- 
ers don’t take advantage of programs and po- 
tential available to them. 

As things shape up in Washington, oil mar- 
keting will be watched more closely than ever 
by government people and Congressmen. Beef- 
ing up TBA activities is one way companies can 
benefit their dealers, themselves, and the indus- 
try. This can serve to enhance the importance 
of a dealer and build his money-making oppor- 
tunities. This can enhance the prestige and 
profits of suppliers. In turn, this can demon- 
strate good conduct and discipline within the 
industry. 


(For more on FTC’s ban on commission-override arrangements, See Page 124) 
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And here's why... 


#® Full adjustability ... arms pivot and telescope, pads rotate 
360° and adjust to three heights. 


® Quickly positioned to lift all make cars... even narrow- ; 
tread foreign models. ‘ DOVER CORPORATION, 
ROTARY LIFT DIVISION 


@ Superior formed steel arm construction...arms swing 
easily, won’t freeze, lock, or jam. Memphis, Tenn; © Madison, Ind 
'’ je ’ . 
= Compact superstructure exposes undercar parts for easier = ae Chatham, Ontario 
accessibility. pee 


See lee *  Fitst name in oil-hydraulic auto lifts 
8 : = ; 
Handles repair work and all service jobs Bt a canmis dnt fulteht seevetarens 


@ Full 8,000-lbs. capacity industrial lifting devices. 


@ Equipped with dependable Rotary Jack... use-proved i 
throughout the world for over 35 years. iD), 


Ly Jrita, tov cokoleq 





NPN National Petroleum News 


Special NPN Report: 





MAY, 1961 


Oil-Marketing Business in 1961: 
OK So Far, but Trouble Brewing 


Recession didn't do much damage, and first-quarter earnings look good. 
But second quarter may be off: Dangerous factors are at work 


a NATIONAL RECESSION—now itself in reces- 
sion—didn’t hurt oil marketers seriously. But 
warning buzzers are sounding for the months ahead. 

That’s the finding of a special press-time survey 
by NPN. 

First-quarter earnings ran ahead of 1960 in 
many companies, the survey shows. There were 
even some record gains, thanks to a very strong 
January. While gasoline has been off, fuel oil more 
than made up the difference in most areas. 

But widespread price deterioration may turn the 
tables in the second quarter. The longer-term out- 
look is not good, either, because the roots of the 
price trouble lie in problems that may not be easily 
or quickly cleared up. 

The price ferment reflects deep-seated changes 
in pricing philosophy. New concepts are evolving— 
in an atmosphere of sharp controversy. These basic 
issues are in question: (1) Dual-branding by major 
suppliers; (2) Price differentials between majors, 
“semi-majors,” major-supplied independents, and 
“authentic” independents; (3) Jobber and dealer 
margin levels; (4) Price supports by suppliers. 

Disagreement over these issues has repeatedly 
erupted into price warfare. Excess inventories feed 
the flames. Hundreds of markets are affected, none 
more than the West Coast, where a grand-scale 
price war has raged since mid-February (NPN— 
Apr. p95). One estimate is that this price disturb- 
ance cost West Coast oil companies $25-million in 
40 days, based on multiplying volume by discounts. 

First-Quarter Recap—NPN’s survey of business 
conditions in first-quarter 1961 shows wide varia- 
tion by areas (regional reports start on next page). 
But these big points stand out: 

e@ For most companies, gasoline volume was be- 
low expectations, partly because of the weather and 
partly because of the recession in areas of wide- 
spread unemployment. Gasoline declines ranging 
from 1% to 9% under the same period of 1960 
are reported, against gains of up to 10%. Total 
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demand was up 1.6% for the three-month period. 

e@ There was a brisk increase in No. 2 heating- 
oil volume during January and part of February, 
with a 27% dropoff in March. On balance, early 
volume was good enough to offset gasoline lags 
in many companies, accounting for first-quarter 
earnings above last year’s. Total heating-oil demand 
was down 4.2% for the three-month period. 

e High inventories are a source of concern. 
March saw a contraseasonal buildup of 17-million 
bbl. of petroleum stocks. Volume of new oil supply 
ran 3% higher than last year in the first quarter, 
while total demand was 1.7% lower. One marketer 
attributes the surpluses to the imports program. 
Everyone brings in his quota so he won’t lose it; 


Seeeeeeer"y igs UP De, 
gape RUNS OF nvEN TOR MAND op, 
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-" First-Quarter Trends: 
Shaping the Future? 
JAN.-FEB.-MAR. 


(000 bbi.) 
% 
1961 1960 Change 


Crude Runs to Stills 8,269 8,088 iPayey, 
*_. Total imports 2,136 1953 re 
Stocks: End of Quarter 764,926 745,742 [RSNA 
Gasoline 226,336 222,691 + 146 
Distillate 89,510 73,948 +21.0 
Residual 42,298 40,503 + 44 
All Products 521,543 484819 + 76 
: oe 243,383 260,923 — 67 
emana: Daily Avg. 10,617 10,801 = 17) 17 
Gasoline 3,839 3,778 + 16 
Distillate 2,624 2,738 — 42 
Residual 1,869 2014 — 72 
All Other 2,285 2,271 + 046 
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Here’s why inventories are high... . 
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CRUDE RUNS 
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Refinery runs in first-quarter 1961 (shaded) mounted 
when seasonal indication was for cutbacks (see 1960) 


(Begins on page 65) 
then it’s refined and added to the glut, he says. 
e Reflecting the surplus, prices declined sharply 


starting in March. Worst declines were in areas 
where the greatest supply imbalance existed. 


e With these factors in motion, oil did not 
need the recession to provide it with problems. And 
effects of the recession were actually light. These 
aspects do show up, however: 


— Gasoline sales were hurt in areas of unem- 
ployment, particularly urban areas. In many 
markets, a significant share of major-brand gas- 
oline was diverted to private branders. Conse- 
quently private branders have done all right, except 
where they were caught in whipsaw price condi- 
tions (in Los Angeles, St. Louis private brander 
Meyer Kopolow reportedly opened one of his Mars 
stations just as prices broke; he was said to be 
getting 1¢ less than his buying price for a while.) 

— Some majors slowed up on capital spending, 
proceeding more cautiously on planned expansion. 
Others eyed costs sharply. Says Union Oil of 
California: “In marketing, where profit margins 
have been squeezed, we are re-evaluating every 
operation. New projects must meet tougher-than- 
ever tests with regard to profit expectancies before 
new investments are made.” 


— Process manufacturing people look for a 
backlash effect from the recession (perhaps a year 
hence) because much of their business is contracted 
under long-range expansion programs. 


Here’s how one major figures the relationship 
between recession and the oil business: When the 
gross national product increases by 10%, there is 
a 7% increase in energy consumption. The 10:7 
ratio seems to work equally in both directions. 
However, of the major energy sources, gasoline is 
generally hit relatively lightly, while heavy indus- 
trial fuels take the brunt of the decline in sales. 
Many local factors also enter in, such as popula- 
tion expansion, distribution of heavy industry, and 
local “recession psychology.” 

Second-Quarter Outlook—The key to the second 
quarter is prices; and prices will depend partly 
on supply and demand, partly on “institutional” 
battles over dual-branding, differentials, margins 
and price supports. A strong motoring season, 


blessed by good weather, might pull the industry’s 
inventory chestnuts out of the fire. But there’s no 
reason to believe the institutional questions will 
solve themselves this year or even in the near future. 


An authoritative executive says he won’t predict 
the near-future outlook because of the uncertainty 
of several factors, including what will happen to 
the farmer. If the weather is bad and throws off 
spring crops, the industry will feel it. If the weather 
is good, crops will be too—and the industry should 
move into a normal motoring season, which should 
lift prices. In most areas, April weather was poo~. 

Many marketers are disturbed over the second- 
quarter outlook, but most maintain an outward 
display of enthusiasm. “If you’re a salesman, you 
should be optimistic,” says a marketing vice presi- 
dent. “We aren’t paid to look on the dark side.” 

Others frankly agree with the marketing head of 
a strong brand-name independent headquartered in 
the Southwest: “The second quarter will be bad,” 
he says, “unless something is done about prices. 
The volume is all right, but prices are bad. When 
you take 0.5¢ out of a price structure, it costs you 
thousands of dollars.” 

Long-Term Problems—Of the basic issues under- 
lying current price troubles, dual-branding stands 
out as an increasingly complicating factor. It is 
dividing majors into two groups: those who have a 
private brand, or supply private branders—or both 
—and those who don’t. It is arousing much con- 
troversy among other segments. 

The marketing vice president of a company that 
handles a private brand through a subsidiary re- 
gards the retail gasoline market as two markets— 
consumers who buy major brands, and those who 
buy private brands (mostly at lower income levels). 
He says his customers and competitors know what 
his position is, that he doesn’t sell to outside private 
branders. 

Another marketing vice president refers to his 
company’s private brand as “a second line” rather 
than a private brand. 

One marketer observes that major ownership of 
private brands now amounts to a trend, and that 
suppliers who don’t sell private branders are ex- 
periencing volume declines. 

Some veterans speculate that pressures are mak- 
ing for a 1¢ differential, which may even be closed 
when it comes to so-called “name” independents. 
Some majors are pressing hard to narrow the dif- 
ferential. Such pressure is said to be at the root of 
the West Coast’s price turmoil. (For a full report 
on dual-branding and differentials, see next month’s 
NPN.) 

Opinions on margins are all over the board. 
Some contend they must be maintained for the 
health of small marketers. Others argue that eco- 
nomic pressures will pinch them. 

Such questions now shape up as the hottest sub- 
jects in marketing over the months to come. Be- 
cause they are so complex, chances are they'll be 
a disturbing element in pricing for a long time. 
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Special Report 





Here’s the Business Picture by Marketing Areas: 


NATIONAL 


First-quarter 
profits will look 
good; other 
quarters may not 
keep pace 


New York-Houston-Chicago 


THIS YEAR looks like a roller-coaster ride from 
the point of view of national and near-national 
marketers. First quarters were up, but second 
quarters may mean a sharp dip. After that—? 

A major-company economist characterizes the 
recession as “very mild.” J. A. Coble, manager of 
Mobil’s economics department, says Mobil believes 
“it has reached its bottom and that recovery will be 
gradual until the end of the year when a strong 
upward push may be expected.” 

One national marketer reports first-quarter earn- 
ings were well over 1960 levels because January 
was such a good month. But there is fear about the 
second quarter because prices are deteriorating 
rapidly in so many parts of the country. 

The marketing vice president of a national major 
says he can’t remember when prices were as bad as 
they are now over such a wide area. “If we don’t 
see some strength in prices pretty soon, there will 
be some major companies for sale,” he remarks. 
Refinery netbacks at some points are running 4¢ 
and 4.5¢ gal., he says. “You can’t stay alive with 
netbacks like that.” 

Most majors agree their volume will be up at 
least 2% in 1961, but prices may cancel the gains. 
“If it continues this way, the year can’t be good,” 
says a spokesman for a national marketer. 

At least one major is concerned that stockholders 
may be misled by first-quarter earnings and assume 
that the other three quarters will be equally good. 
It would like to temper stockholders’ expectations 
without being pessimistic. 

Most of the half-dozen national-scale majors 
will spend more this year, reflecting the stepped-up 
battle for national representation under single 
brands. Money will go into augmented expansion 
and modernization programs. But at least one com- 
pany has slowed down its program, starting the 
middle of last year. It is moving ahead much more 
cautiously now, mainly because of the recession. 


Manpower hasn’t been a problem, in general. 
There’s evidence that turnover has decreased and 
calibre of available men is better. There may be 
no tie-in with the recession, though. One company 
doesn’t look to factory help for station relief be- 
cause “the factory guys leave you when the fac- 
tories open up. Frankly, we’d rather have them in 
the factories than working for us, because they 
strengthen the market potential.” 
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5: areas ‘s 
EAST al 
Coming of spring » - F 
brings gallonage, 


upswing seen for 
remainder of year 


New York 


FUEL OIL was the bellwether in the East over the 
first quarter. Rugged weather in January and Feb- 
ruary rang up big volumes in heating oil, and a 
much-warmer-than-last-year March didn’t remove 
the edge. It did send much fuel oil into inventories, 
however, posing problems for coming months. It 
was a dim quarter for gasoline. TBA was off. Credit 
was slowed. But most Eastern marketers looked 
optimistically to the future. 

Earnings generally ran ahead of 1960, thanks to 
the brisk fuel-oil season. But many marketers think 
the year is off to a slow start, on balance. 


Eastern marketers look for good volume over 
the rest of the year. Some worry about realizations 
because of the high level of stocks. Others feel 
they’ve learned to live with over-capacity and look 
for better profits in the future. A number feel that 
prices will be better in the East this year because 
tank-wagon prices are “more realistic.” 

Gasoline volume suffered because of the weather, 
but some companies registered good gains in 
March. Most didn’t detect much effect from the 
recession. The arrival of spring brought better 
gallonage as the second quarter began, but increases 
weren’t good enough to keep prices from slipping 
in some markets. 

TBA volume was reported as much as 15% 
behind 1960. Dealer and jobber inventories 
mounted and credit collections lagged. One TBA 
man thought future volume would be better because 
“the big rubber companies have cut hell out of 
tire prices, presumably to meet some private-brand 
competition, and since we follow their prices, that 
should bring us a little closer to the cut-raters and 
help our volume. It will probably hurt our profits, 
though.” 


No spending cutbacks are reported, but Eastern 
marketers for the most part planned less expansion 
in 1961 than they did in 1960. Biggest item here 
is acquisition of fuel-oil resellers by majors, 
amounting to a significant trend. Station building 
by established companies is down so far, although 
new companies (Phillips, Tenneco) are expected to 
have some impact on the competitive scene before 
the year is out. New-brand promotion by Humble 
and American Oil accounts for greater activity in 
advertising and promotion; other majors have also 
stepped up spending in this area. 

Next page: Southeast, Midwest, Southwest, West > 





(Begins on page 65) 


SOUTHEAST: - 


Marketers blame ul 
‘scare talk’ for 

recession, worry 

about costs 


Atlanta 


NOT MUCH CHANGE from last year’s first 
quarter in the Southeast. Oil marketers here report 
some gains in gross earnings, stacked up against 
increased costs; some slowdown in demand, gen- 
erally laid more to government “scare-talk” than 
actual economic difficulty; and some increases in 
spending and expansion, mostly to meet stepped-up 
competition or changing market conditions. 

The first quarter, on the whole, was as good as 
first-quarter 1960. Volume was up but costs pulled 
nets down, in some cases below 1960 levels. 

Most marketers believe 1961 will end up as a 
good year. They feel the recession mood is lifting 
now and that the year will end on an upswing. 

Jobbers in the Southeast say their earnings are 
affected by a cost-profit squeeze and some say 
they’re having to work harder to keep sales up. A 
Georgia Shell jobber says first-quarter volume was 
up 7% on gasoline and dollar-volume up 15%- 
20% on TBA. Yet his net will be about the same 
as first-quarter 1960’s. In fuel oil, warm weather 
kept most jobbers’ volumes lower than expected. 
A small North Carolina jobber says it was off 
about 3%. 

Capital spending has been cut sharply in some 
areas, stepped up sharply elsewhere. “We’re going 
to wait and see what happens to the recession,” 
says a North Carolina jobber. Another jobber 
says he over-expanded on capital equipment last 
year and didn’t spend anything the first quarter of 
1961. A Georgia Shell jobber says, “We’re pulling 
in our horns a bit for a while. This past quarter 
we spent only $2,000, for enlarging one station 
and installing a new diesel pump at another.” 

Most major-company spending programs have 
been continued as originally planned, however. And 
a 15-million-gal. jobber expects to triple 1960 
expenditures this year, mostly in retail outlets. An 
American Oil jobber in Alabama says he’s bought 
property for a future station and has acquired two 
others. ““We’re going along with spending as though 
there had been no sign of recession,” he says. ““We 
feel the so-called slump is about three-fourths 
Kennedy malarkey. We’re planning to go along the 
rest of the year at above our normal rate of ex- 
pansion and improvement, because of new roads.” 


Some marketers have spent more for advertising 
and promotion than last year. In some cases this 
reflects brand changes, as with American Oil’s 
switch from Amoco to American. And competition 
is sharpening. Says a North Carolina jobber, “We 
have had increased expenditures each year for the 


past three. Three years ago there were 14 oil dealers 
here and now there are 17. Two years ago we 
didn’t have natural gas, today we do. Two years 
ago there were two bottled-gas dealers, today there 
are five. It takes plenty of advertising and promo- 
tion to overcome that kind of triple-barrel com- 
petition.” 

Most Southeast marketers don’t anticipate much 
difficulty on inventories. They expect prices to be 
on the shaky side, but probably better than 1960, 
when they were generally bad. Many expect more 
price pressure by majors against the independents, 
who have as much as 35% of gallonage in some 
areas. Price competition on tires continues very 
tight in many markets, jobbers report. One says 
cut-rate dealers are buying tires $1 to $1.50 below 
his own buying price. “That’s hard competition to 
fight,” he says ruefully. 


MIDWEST /- = 


Outlook now is a 
for a fair year, < 
marred by price 
trouble in spots 


Chicago 


BUSINESS was good in the first-quarter, Midwest 
marketers report. The outlook for the rest of the 
year is a little less good because of threatened sur- 
plus inventories and weak prices. The recession 
affected volume in heavy-layoff areas like South 
Bend and Evansville, but not drastically. Prices 
have been bad in big cities: Chicago, St. Louis, De- 
troit. 

First-quarter earnings were generally up from 
first-quarter 1960. Volume was mostly reported 
up by regional marketers. 

Consensus is for a fair year, with some reserva- 
tions. Standard of Indiana president John E. Swear- 
ingen says, “We are looking for a pickup in general 
business by summer, and are expecting to see a 
definite upturn in the second half.” The marketing 
head of a large midcontinent major says the outlook 
is “Not too bad. Gasoline is a little higher than I 
would like to see it, but it is manageable. Usually 
kerosine and distillates are off about this time of 
year, so there’s nothing unusual there. I’d like to 
see crude runs stay at 7,700,000 b/d for a while 
and this thing would correct itself.” 

On the other hand, the head of a regional private- 
brander now owned by a major company says, “If 
some of this industry statemanship doesn’t get into 
the act pretty soon, the industry will be in a poor 
position this year. Prices have gone bad, and Chi- 
cago is the worst it has been since 1951.” 

A large Midwest broker is unsure business will 
hold up, “Because there’s a squeeze on the brokers.” 
He attributes this to the drive for controlled gal- 
lonage by the major suppliers. 

Ohio Oil president J. C. Donnell II says first- 
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quarter earnings are close to the 1960 pace, but 
profits for the year may fall below 1960 because 
of recent price declines. 

Capital spending is generally going on as planned. 
Standard of Indiana outlays will exceed $300-mil- 
lion, larger than in 1960. About half of that will 
go to manufacturing and marketing. A big private- 
brand chain is going along about the same as in 
1960, building 15 or 20 stations. (“We don’t have 
the leeway of the majors,” notes the president of 
the company. “Each one has to be solid. Maybe 
one can be a poor one.’”’) 


Midwest marketers say the recession didn’t af- 
fect turnover much, except to soften the labor 
market. Advertising and promotion plans are run- 
ning ahead of 1960, partly on the strength of 
Indiana Standard’s changeover to the American 
Oil brand. (For more on Midwest outlook, see 
page 20.) 


SOUTHWEST 


Prospects bright 
despite concern Py ers; 
over possible 4: ee 
surplus problems ae m 


Dallas 


SLIGHT TO GOOD increases in first-quarter vol- 
ume and profits, with weak spots here and there. 
Credit collections off. Station services and parts 
sales off. No changes in capital spending, expansion, 
advertising or promotion plans as budgeted last fall. 

That’s the report from Southwest oil marketers. 


For most, business was up the first quarter over 
first-quarter 1960 (which was nothing to shout 
about, some observe). A few wonder if recession 
talk kept them from chalking up even better gains. 


The outlook is bright for the remainder of the 
year, in the opinion of most. They think the profit 
picture will depend more on inventory balance than 
any general economic doldrums. 


Skelly Oil expects to report earnings up perhaps 
10%-13% in the first quarter. Others expecting 
slight to good earnings gains include Phillips, Con- 
tinental. 


Jobbers generally report improvement in profits, 
even in the face of severe price wars. An exception 
is Leslie Neal, San Antonio Conoco jobber. He 
reports gross profits down, continuing a trend 
started in October 1959. He blames his troubles on 
industry competitive factors as much as the re- 
cession. He hasn’t expanded much, but is building 
here and there, working on two or three places. 


Volume was particularly good the first quarter. 
Most Southwest suppliers say increases ran roughly 
2%-4% over a year ago, territory-wide. Some 
small firms did even better. A few jobbers reported 
outstanding hikes. A Jacksonville, Tex., jobber says 
his volume was up 31%. E. K. Bennett, Longview, 
Tex., Skelly jobber, says the first quarter was good 
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and “we may have the best April in a long, long 
time.” Clem Dufau, New Orleans Phillips jobber, 
had a good increase despite 26,000 unemployed 
in that city and its turmoil over integration. 

No one seems to be cutting back on expansion. 
Most suppliers are actively acquiring properties and 
building stations. Phillips will continue its eastward 
expansion (NPN—Apr. p106). Continental still 
hopes to clear its acquisition of Douglas Oil, Los 
Angeles, although that company has been severely 
affected by aircraft cutbacks in the San Diego area. 
A number of jobbers report novel experiments in 
station design. 

There are no reported cutbacks in expenditures 
as budgeted last fall. Continental marketing vice 
president George Sullivan says his firm’s marketing 
spending will be down, but that’s in line with 
original plans. Phillips still plans to spend about 
9% of its $150-million 1961 budget on marketing. 
Others report no changes. 

The big item of concern is possible imbalance 
in product inventories. Skelly president Don Miller 
ordered a 5% cut in refinery runs in mid-April, for 
two reasons. He was 190,000 bbl. long on furnace 
oils, and he found last year that “We could buy 
gasoline and make money doing it.” 


Says Miller, “We are 330,000 bbl. short on gas- 
oline, but we are cutting back. If the rest want to 
run more crude, we'll buy their gasoline. But we’ll 
be brutal about price, just as we were last year 
when we bought 850,000 bbl.” 

Others are hopeful the industry will use caution 
on inventories, but many are pessimistic. At mid- 
April, most saw the Midwest in good shape but were 
concerned about other areas east of the Rockies. 

Southwest marketers have felt the business de- 
cline most in the area of credit collections. Jobber 
Clem Dufau says dealer collections, as well as his 
own, are worse now than any time since 1929. 
Service and parts business has dropped, too, be- 
cause “people are putting off even necessary serv- 
ices.” Biggest trouble spots are the big metro- 
politan areas. 

Over-all, however, marketers at supplier and 
jobber levels are optimistic about the rest of 1961. 
Skelly’s Miller, for example, looks for second- 
quarter volume and earnings to improve consider- 
ably; the third quarter to be a little better, and the 
fourth to run about the same as comparable 1960. 


Violent price war 
distorts business 
picture, undercuts 
everyone’s profits 


~ Los Angeles 


SOUTHERN CALIFORNIA marketers have their 
fingers crossed. They hope for a lasting end to the 
price wars that have racked the Coast since mid- 
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February (see pages 72 and 74). If that happens, 
“the marketing outlook for 1961 will be better 
than 1960,” says Signal Oil & Gas vice president 
A. E. Stebbings. “However,” says Stebbings, “un- 
less it ends soon, increases that might come later 
in the year will be negated.” 

The price war has displaced even the shadow of 
the recession as a disruptive force in marketing. 
A big Los Angeles independent refiner-marketer 
says realizations are so bad that he isn’t trying to 
hold business unless he can get his prices. He claims 
his volume has dropped about 40% in the past 
year and figures it will take him four to five years 
to recoup it after prices improve. 

First-quarter price levels started off better than 
the corresponding 1960 period in most areas, but 
now are back to 1960 levels—with much higher 
inventories than a year ago. The present price weak- 
ness makes it hard to predict the final outlook. 
Volume is likely to be up—one company estimates 
4% on gasoline, 10% on jet fuels, about even on 
distillates—but earnings are anybody’s guess. Still, 
Tidewater Oil predicts “a nice improvement” in 
1961 first-quarter earnings over 1960 levels. 

Major-company expansion programs will con- 
tinue but spending in many companies will be below 
1960, a record year for most. Ad budgets are gen- 
erally the same or a little higher. 


Independents are getting the worst of the price 
war in the Los Angeles Basin, although everyone 
has suffered. Powerine Oil Co. reports laying off 
about 150 employes as an economic measure. How- 
ever, the company continues to upgrade refining 
facilities and expand its marketing. 


San Francisco 


NORTHERN CALIFORNIA marketers report 
little adverse effect from the recession, chiefly be- 
cause the area was less hard hit by unemployment 
than the rest of the nation. 


But the industry here is caught up in a private 
recession of its own—the state’s disastrous price 
war—which completely dominates top-level think- 
ing and planning now. 

Earnings are generally off for the first-quarter, 
owing to the price war. Some independents won’t 
even show a profit. There have been spending cut- 
backs and there may be more if prices don’t get 
well. The over-all outlook for the year is doubtful. 

Indications are that Standard of California’s 
earnings will be down slightly, although volume is 
climbing. Stancal will invest $425-million in capital 
expansion and exploratory ventures in 1961, about 
$55-million over 1960. Says a spokesman, “The 
outlook for the future is good.” 


Smaller operators are less confident. Lucky 
Seven Oil Co. went through January and February 
with earnings “considerably better” than in 1960, 
but the price war knocked quarterly earnings to the 
break-even point. The pattern is the same else- 
where. Coast Oil Co., San Jose, made a profit for 
first-quarter 1960 but will show a loss for first- 


quarter 1961. Murphy Oil Co. will show a profit 
for the first quarter this year, but will be down 
10% from last year despite sharp increases in 
volume. Says president Ed Murphy, “March was 
horrible. April is bad. It won’t get better soon.” 

Only one company, Hancock Oil, reported im- 
proved earnings for the first quarter. Hancock 
looks forward to a 6% increase. 

No one blames the recession. “It has had very 
little bearing,” says one marketer. “We didn’t pick 
up gallonage, but we didn’t lose any either.” 

Coast Oil president Herb Richards even finds 
some benefit in the recession: “People use as much 
gas looking for work as they do going to work,” he 
notes. “Our main problem with the recession is 
that it slows down credit collections.” 

Everyone blames the price war, which in turn is 
credited to the struggle between Gulf (through sub- 
sidiary Wilshire) and Shell (NPN—Apr. p95). 
Standard Oil says, “Thus far in 1961 the oil in- 
dustry in the West has experienced some of the 
most intensive competition in its history.” Smaller 
operators speak with less reserve. 

“My crystal ball is a little cloudy,” says one 
jobber, “but if the price war would lift the cloud 
would lift.” Says another, “1961 could be a wonder- 
ful year—if we live through it.” 

Capital spending has been affected by both the 
recession and the price war. Lucky Seven had budg- 
eted $75,000 for retail-outlei construction in 1961, 
the same as in 1960. But because of the profit 
squeeze that became apparent late in 1960, the 
company decided to build three stations this year as 
opposed to two in 1960. Longer-term financing 
would be used. The aim: More gallonage, sooner. 
Then the price war came, and Lucky Seven post- 
poned one of the stations. The other two would 
have been postponed if construction hadn’t started. 

Murphy Oil, which hadn’t begun any construc- 
tion, postponed all 1961 plans indefinitely. Says 
Ed Murphy, “If things clear up, we'll spend some 
money. We’ll spend whatever capital we have, pro- 
vided we have capital to spend.” 

Others are planning expansion come what may. 
Hancock will double its program in 1961, building 
six stations. Coast Oil will take the imaginative line 
of designing new stations away from gasoline sales 
and toward general merchandise if the present price 
situation continues (see p27). Coast will spend 
$200,000-$300,000 this year, the same as 1960, 
and the general-merchandise operation may emerge 
as a potent factor in Coast’s profit picture. 

Some jobbers view recession as cutting turnover. 
Says one, “We’ve been able to get rid of some bad 
apples, and the people we’ve kept have been shap- 
ing up much better.” Others note a softer labor 
market in general, and some improvement in turn- 
over. 

Minor changes in promotion policy are reported. 
One firm cut radio advertising in the face of the 
price war. Another gave up trading stamps, and put 
half the money saved into local advertising. 
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Focus on Oil Marketing 


WORLD'S FIRST commercial use of an electronic com- 
puter is claimed for this Bowser installation at a 
Wake Up Oil Co. station in Fort Wayne, Ind. Large 
computer dials are easily seen by customer in his car. 





SHOPPING-CENTER station in Janes- 
ville, Wis., has three bays, one a drive- 
through. Fitzgerald & Weber Oil Co. 
dislikes ‘classic porcelain box.’ 


NEW PREFAB LINE features separate sales 
booth (right) and storage-restroom unit 
(below) with Glasweld exteriors. Prices 
are $3,210 to $5,805. They’re made by 
former jobber Kellogg Mann, Kelco Pre- 
Built Gasoline Marts, Buffalo, N.Y. 
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FLUORESCENT LAMPS enclosed in glass 
jackets to protect them from cold and 
wind give 200 footcandles even in 
sub-zero weather at this Martin Oil 
station in Chicago. Lamps are GE. 





More New Price Thinking on the Way? 


@ In an NPN interview, Powerine’s Harry Rothschild says independents 
need more flexibility, may have to lead at times rather than follow 


@ In a hard-hitting talk, Champlin’s R. B. Thomas calls for competitive 
gasoline price based on the unbranded-jobber level 


XPERIMENT is the magic word in pricing now. 
That’s evident in the number of hot new 
pricing plans now being tried around the country.* 
Top marketing executives everywhere are discuss- 
ing new approaches to problems of price supports, 
differentials and reference levels. 


Two new voices joined in last month, urging new 
thinking on old issues: 


@ In Los Angeles, Powerine 
Oil Co. put its 49 stations up to 
27.9¢ gal. in the face of the 
bitter price war that has racked 
the Los Angeles Basin since 
mid-February (NPN — Apr. 
p95, and this issue, p72). 

This return to pre-price-war 
levels was described as a cal- 
culated risk that might cost 
Powerine 25%-50% of its 
business. The move failed, but 
the idea behind it reflects 
the marketing philosophy of 
Harry Rothschild Sr., veteran 
oil marketer and president of 
Powerine (one of the Los An- 
geles Basin’s few independent 
refiners). 

Here’s how Rothschild de- 
scribed his philosophy to NPN: 


Harry Rothschild 


“OUR POLICY is to have what might be called 
no policy. 

I believe that many of the problems of the inde- 
pendent are caused by inflexibility of ideas. Differ- 
ent conditions, however, require different approaches. 
In this context it is the best policy to accommodate 
other ideas. Past conceptions are not always valid, 
but a fresh approach is always desirable. 

I think the major oil companies have the same 
problem as the independents in that they have to 
maintain competition. I do believe they fail to ap- 
preciate the fact that a majority of the independents’ 
following are entirely price buyers. Accordingly the 
independents have to be much more sensitive to 
price. 

If the present price war continues much longer it 
will eliminate many of the independents. A majority 
of the private branders have no other source of in- 


* For details on other systems, see earlier reports: NPN—Apr. 
*60 p155 (“New Insights Into Pricing’); Nov. *60 p98 (Mobil 
Plan in Northeast and Northwest); Dec. ’60 p100 Esso (Plan 
in Carolinas); Jan. p21 (Standard of California, Mobil, Texaco 
and Shell Plans on West Coast); Mar. p95 (Shell Plan in 
Chicago); Apr. p112 Phillips Plan in Midcontinent). 


come than their stations. Thus there are over a 
thousand stations in the Los Angeles area which 
could be closed if the price war continues too long. 

It comes down to the fact that the independents 
—a small community, numerically—must learn to 
live with other people’s ideas, rather than being at 
loggerheads all the time. 

We may be in the position where we have to set 
our prices at a level where we can make a profit, 
and hope the industry follows. 


Many of the independents are viewing the present 
pricing strife with defiance, rather than trying to 
adopt a prudent attitude. The prudent thing would 
be to adapt to changing conditions. Figures show 
that independents in the Los Angeles Basin reach 
22%, of which 12% are by one major or another, 
which leaves the independent the historical 10% 
of the market. In this 10% there may be 500 
differert operators that set their own policy, while 
the vest of the marketing involves seven companies. 
This certainly makes the independent market a more 
chaotic segment. . . 

I think that there is a chance the majors might 
react and follow us up. In other words, I don’t 
think there is any reason to assume where they will 
go in the pricing scale. I also don’t think there is a 
desire to eliminate the independent. 


e In Dallas, members of the mm 
Texas Oil Jobbers Assn.-Pe- 
troleum Marketers Assn. got 
an earful from R. B. Thomas, 
senior vice president of mar- 
keting for Champlin Oil & Re- 
fining Co. Thomas spoke out 
for a new pricing system that 
would work up from un- 
branded levels, fluctuating in 
response to private-brand 
prices. 

Thomas also predicted the 
time might come when inde- 
pendents like Champlin would 
price “right with the majors.” 
And he argued that unbranded 
business should be left to un- 
branded refiners. 

In excerpt, here’s what 


Thomas said in his bold talk: R. B. Thomas 


“THE MARKETING SITUATION generally in 
which we find ourselves today is an industry dis- 
grace. Of course I’m talking about the condition of 
ever-recurring price wars with their accompanying 
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temporary allowances, jobber competitive price ad- 
justments, shrinking margins for dealers, jobbers, and 
refiners, so-called “moonlight” deliveries of “protect- 
ed” gasoline, and so on to seemingly ever-worsening 
conditions. 

From my own point of view, all that I know of 
the various recently announced wide or small, feath- 
ered or unfeathered, area pricing plans—with one 
notable exception—points toward more of the same 
thing: more price wars, more reductions in dealer 
prices, more jobber CPA’s, more shrinking margins 
at all levels, more cheating of suppliers by unscru- 
pulous jobbers and dealers—a continuation of chaos. 

Now I’m certain that those who developed these 
plans did so only in the attempt to be fair and 
realistic in the pricing of products to their customers, 
both jobbers and dealers, in the confusing competi- 
tive situation they face; but I think generally that 
the plans, and I stated before with one notable ex- 
ception, really fail to provide a healthy incentive for 
an improving marketing situation! 

The pricing plan for gasoline I would advocate, 
and which I certainly hope will become the eventual 
industry pattern, starts in any area with the com- 
petitive price existing at the branded jobber level. 
Branded-jobber-dealer prices would move in response 
to the movement at this level. 

Branded-jobber prices, I think, should be based 
upon, and as I stated responsive to, unbranded job- 
ber prices. Today, in my opinion, this differential 
could vary from about 0.25¢ per gal. for the inde- 
pendents with lower-cost branded programs for their 
jobber customers, to perhaps as much as 0.75¢ per 
gal. for some of the independents and the majors 
with more extensive and more costly programs. 

Dealer prices would be based upon and again be 
responsive to branded-jobber prices. Today I think 
it would be realistic to base dealer prices in any 
area about 3.25¢ per gal. above branded jobber 
prices. 

I said “about” because I would advocate that as 
a policy supplier, both refiners and jobbers, sell 
gasoline to dealers with no rental charge added. Any 
rentals collected would be based upon other in- 
come-producing areas of the property—the service 
bays. 

Under these conditions perhaps a good case could 
be made for a 3.5¢ margin. 

But the point is my whole system begins to become 
unworkable if the dealer’s cost of product gets too 
high because it includes absolutely no provision for 
price allowances, temporary prices, or marginal pro- 
tection at the jobber or dealer level. 

To go on, dealers who buy gasoline at this dealer 
price—and all of you know that this means dealers 
who lease service stations generally from the major 
oil companies—would establish their own retail selling 
prices. Under today’s conditions I would think that 
most dealers would select retail prices leaving them 
5¢, or about 5¢, per gal. margins. 

Remember that this dealer gross margin would not 
be reduced by a rental charge applying to the gaso- 
line he purchased. 
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General 


It's a Must, Say Two Independents 


Under these conditions the retail price for gasoline 
established by the major-oil-company lessee would 
be about 8.75¢ per gal. above the unbranded jobber 
price. 

And most important of all, remember that no 
provision would be made for protected margins, 
temporary allowances, temporary prices, CPA’s or 
whatever you call them, at either the dealer or job- 
ber level. 

I stated earlier that independent refiners, jobbers, 
dealers, and private-brand marketers could improve 
their shrinking margins by supporting in their retail 
pricing decisions the normal or established dealer 
tank-wagon prices the major refiners have in each 
market. 

How do you support these prices and keep allow- 
ances and “protection” out of the competitive pic- 
ture? I'll give you my ideas of what I think should 
be workable. 

Simply be realistic in establishing your own retail 
prices in relation to the prices established by major- 
oil-company dealers in your area. 


If you operate as a private-brand marketer, don't 
expect to get any more than a 2¢ price differential 
in your favor from the dealers in your trading area 
who lease stations from major companies. 


Don’t lose your temper and reduce your price if 
a competitive jobber or dealer who displays a major 
brand in your area is within 1¢ of your price. In 
most cases, I think, he won’t be operating from as 
good a gasoline selling outlet as you have. 


Use all of the non-price competitive weapons at 
your disposal. 


Give better service; capitalize upon the periods of 
the day and night when most of your competitors 
are closed; keep your station area and your personnel 
looking neater than your competitors’; use price 
leader items, such as cigarettes, to keep your traffic 
flow and sales volume up. 


Do the other things you know much more about 
than I do, but above all keep your gasoline margin; 
in all probability you have all of the price differential 
in your favor you are going to enjoy at any level 
of retail pricing. 

Now before you conclude that I’m out of my mind, 
let me point out the fact that we, as a company, 
operate on a commission basis some large-gallonage, 
private-brand outlets in the Kansas City area. Under 
the pricing conditions I am advocating, I can tell 
you that the private-brand marketer can operate 
quite profitably with a very satisfactory sales volume. 
I think, too, that the responsible private-brand mar- 
keters would generally agree with this statement. 


In any, event I think that private-brand marketers 
as a group should consider well this sort of pricing 
position. If they hope for more price advantage and 
try to take it, in my opinion they will bring lowered 
dealer prices into action on the part of the major 
companies, with all of the chaos this brings. 

I have talked about what I consider to be a fair 


position for private-brand marketers. Now, what 
about the position of jobbers and dealers who pur- 





(Begins on page 72) 


chase gasoline from the so-called independent re- 
fining companies with branded programs of their 
own? This is the group with probably the most 
difficult role. 

As a representative of a company in this category 
I can speak with more than casual interest in this 
role. Like it or not, the day is here now when we as 
a group must recognize that we are not going to be 
able to see any market price stability if we insist 
upon a retail pricing pattern as a policy at the pri- 
vate-brand pricing level! 

I'm saying that if we expect to support normal 
dealer tank-wagon prices on the part of the major 
companies and promote some much needed sta- 
bility in our margins and earnings, we, meaning our 
jobbers and dealers, are going to have to price 
gasoline at the retail level at all of our better service 
stations somewhere above the private-brand level. 
And, if you can stand it directly “between the eyes,” 
right WITH many major company dealers and jobbers. 

If our products, customer service (including, not 
incidentally, credit cards), station layouts, station 
appearance, station lighting, location, operating abil- 
ity of our dealers, and other competitive factors 
including advertising and sales-promotion activity in 
many cases are in any sense equal to or better than 
our major competitors, I don’t think we can expect 
a price differential; and further I don’t think that 
we're going to be able to maintain it to the extent 
it exists today. 

The great majority of our customers, and par- 
ticularly our jobbers, agree with this; and a majority 
of them are selling products at the same retail level 
as their major competitors now. 


Those who are not selling at this retail level are 
generally selling their products at the “in-between” 
position. As their supplier we did not establish their 
retail prices. We have told them for some time that 
we thought their profitability in the future was at 
stake and that they themselves should conduct their 
businesses in such a way to get all the margin a 
realistic appraisal of competitive conditions in each 
market area seemed to permit. 

And on a limited basis we made available to them 
a secondary brand for use at facilities and in areas 
where a higher level of retail pricing seemed too 
difficult. 

I have one more observation to make. Profita- 
bility, particularly from the refiner’s standpoint; at 
the wholesale level and dealer level also is going to 
depend, in my proposal, upon competitive pricing 
at the unbranded-jobber level. 

In their own best interests, the major oil com- 
panies and the independent refiners with branded 
programs should leave this market (and certainly it 
is a shrinking one) to the independent refiners who 
have essentially no other customers than unbranded 
buyers. 


It is extremely difficult for me to understand why 
some of the majors seem to be so active in this 
market. 


I am confident that if they backed away and left 
this market to the independent refiners who have to 
sell their products in that customer channel, the 
unbranded-jobber market would be a much more 
stable one, and refiners as a group would enjoy some 
much-needed improvement in earnings.” 


Miami Meetings 
NOJC and API prepare 
spring marketing sessions 


HERE’S THE PROGRAM for Oil Marketers’ 
Week, coming up this month in Miami: 

e National Oil Jobbers Council—Meeting May 
14-17 at Americana Hotel; 400-plus jobbers and 
guests expected. NOJC will eliminate separate sub- 
committee meetings, combining them with general 
sessions instead. Object is to loosen up the agenda 
and let visitors enjoy themselves as they will. 

In the new meeting format, Sunday will be the 
business laden committee-meeting day; Monday a 
busy combination of work and play, climaxing 
with a cocktail party and Hawaiian luau; Tuesday 
a more or less free day, with Wednesday to wrap 
up business. 

Ladies will get special attention. A hospitality 
lounge will be open permanently in the Eastward 
Room, side trips will be arranged (by Florida 
Petroleum Marketers Assn.) to nearby points of 
interest, and bridge parties will be on tap at the 
hotel. Other tours, boat trips and car rentals will 
be available through the hotel. 

Scheduled highlight of the business meeting 
Wednesday will be a vote on creating the new 
office of second vice-president. If the position is 
approved, the new officer will be elected in Novem- 
ber. 

e American Petroleum Institute, Marketing Di- 
vision—May 18-19 at Americana Hotel. General 
session and five committee meetings. 

Meetings on May 18: 

—General committee, keynote speaker John G. 
Winger, vice president and petroleum specialist 
for Chase Manhattan Bank. 

—Market research committee, panel on “The 
Changing Motorist”: H. J. H. Roy, Mobil Oil Co. 
(moderator); Blaine Cook, American Oil (“What 
Have We Learned?”’); Robert O. Law, DX Sunray 
(“When Are We Going?”). 

—LP-gas committee, presentation by Don Bar- 
ton, Skelly Oil Co. (“Take a New Look at LP-Gas 
Marketing”). 

Meetings on May 19: 

—Lubrication committee, presentation by 
Henry T. Rockwell, president, Jones, Brakely and 
Rockwell (“How Is Our API Motor-Oil Story 
Getting Across to the Public?”). 

—Agriculture committee, report by R. E. Cal- 
hoon, Standard Oil Co. of Kentucky (“Grow with 
Agriculture”). 

—Travel development committee, two-part pre- 
sentation by Malcolm T. Murdock, Ethyl Corp. 
(“How to Motivate the Motorist”) and R. M. Gray, 
advertising manager of Humble Oil & Refining 
Co., New York (“Report on Advertising Test 
Program’’). 
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If You're Going to Miami... 


Read this first. Here's what you should take, 
what to do, where to eat, and how to get around 


I F YOU PLAN to to go to Miami for 
the spring marketing meetings (see 
column at left), take this page along. 
It will help you enjoy Miami more. 

Even if you’ve been there before, 
the following tips from a Miami oil 
marketer should help you get a little 
extra out of your stay: 

When to Go: Try to arrive early 
enough (or stay late enough) to sight- 
see and relax. There’s much to do and 
and see, and you'll find the climate 
compelling. Don’t try to “do Miami” 
between meeting sessions. 

What to Take: Summer clothes, 
rain gear optional. Temperature will 
be in the mid-eighties, 70°-75° at 
night. A southeast breeze will keep 
you comfortable. Showers are sudden, 
but short. They keep Miami very, 
very green. 

Where to Stay: Meetings are at the 
Americana in Bal Harbour. It’s big, 
new, swank, expensive. Other top 
hotels are the Eden Roc, Deauville, 
Carrillon and Fontainebleau (call it 
Fountain-blue or Fonten-blow, but 
don’t pronounce it correctly). Also 
good: Golden Gate, Casa Blanca, 
Saxony. 

Where to Eat: You can get almost 
any kind of food in Miami, excellently 
prepared. Four of the best eating 
places: 

e Joe’s Stone Crabs, at the South 
end of Miami Beach. Plain, moderate 
prices, excellent seafood. The special- 
ty: stone crabs, of course. 

e Gaucho Room at the Americana. 
Fancy, but $5 or $6 gets you one of 
the best steaks anywhere, with trim- 
mings. 

e The Luau at 79th St. Causeway. 
Authentic Polynesian atmosphere; let 
the waiter select your meal. It will 
cost you around $3 per. Drinks are 
exotic: native fruit juices with a rum 
base. They’re good, but filling—two 
may well do you. 

e Villa Vizcaya on South Shore 
Drive, south of Miami. Eye-opening 
setting: beautiful palazzo, formal 
gardens, art objects on the old Deer- 
ing (of the McCormick-Deering Deer- 
ings) estate. Now run by Dade 
County; reasonably priced. 

Where to Drink: Almost anywhere. 


Miami is full of cocktail bars, but the 
best are in the hotels. Tops are the 
Poodle Room and the Boom Boom 
Room in the Fontainebleau, and the 
Shamrock Bar at the Kenilworth. 

Where to Make Merry: Best night 
clubs are also in the hotels, which 
have run the rest of the after-dark 
competition almost out of business. 
For big-name shows, try the Fontaine- 
bleau, the Carillon and the Amer- 
icana. For strip-and-clip joints, simply 
follow the neon trail. 

What to Do—For diversion where 
the cash flies, there’s the Gulfstream 
Park Race Track, north of Miami. 
Its canine cousin, the Miami Beach 
Kennel Club is at the south end of 
Miami Beach. They’re showplaces. If 
you'd rather gaff a fin than wager one, 
you can go deep-sea fishing for dol- 
phin, sailfish, or bonita ($40 a half day, 
$75 a full day for a party of four). 
Meanwhile, your wife may prefer a 
stroll on Lincoln Road Mall, a spec- 
tacular walk-through shopping center 
where 15th St. should be. 

If you like touring, Willie’s or Gray 
Line will take care of you. So will 
your hotel doorman. There’s a great 
deal to tour. 

What to See: Miamians tout places 
like these: 

e The Seaquarium, 
backer Causeway. 
through picture 
Marineland, only 
locals. Open 9-5:30. 

e Monkey Jungle, 22 miles south 
of Miami. You're in the cage (a 
screened tunnel); the monkeys are on 
the outside looking in. Open 9:30- 
pul > 

e Rare Bird Farm, on U. S. #1 at 
Kendall, just south of Miami. What 
the name implies. Open 9-6. 

e Serpentarium, 7 miles south of 
Miami on U. S. #1. On-the-spot milk- 
ing of rattlers and cobras, if you like 
such things. Open 9:30-5:30. 

e Ancient Spanish Monastery, one 
block west of U.S. #1 at N.W. 167th 
St., North Miami Beach. Early Renai- 
ssance architecture, every stone im- 
ported from Europe. Open 10-5:30. 

How to Get Around: Buses—air- 
conditioned and comfortable—will get 


on Ricken- 
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you up and down Miami Beach (and 
into Miami) nicely. Taxi fares are 
high because the hauls are relatively 
long. Car rentals run about $10 a 
day, plus mileage. Your hotel door- 
man can set you up. 

Distances in southern Florida can 
be deceptive. Don’t try to drop by 
the Keys, to the south (it’s a good 
150 miles) or go further north than 
Hallandale (where Gulfstream is), 
unless you’re game for a real trip. 





Changes in FTC 


President's proposals might mean 
closer regulation of pricing 


OIL MARKETERS are wondering whether at- 
tempts to establish legal pricing standards will 
spring from President Kennedy’s program for the 
reform of regulatory agencies. 

Their eyes are on the President’s proposals for 
strengthening the Federal Trade Commission by 
granting commissioners greater policy-making 
powers and by delegating to hearing examiners 
greater authority to carry out tasks now handled 
by the commission itself. 


What Kennedy’‘s Plan Would Do 


Kennedy’s proposals would make the examiner’s 
decisions final in most cases. There would be no 
review of a case by the full commission unless 
its policies could not be applied, or unless it could 
be shown that these policies had been improperly 
implemented. 

Speculation is that the commission, freed from 
day-to-day chores, might issue an industry-wide 
call for gasoline and heating-oil pricing data, and 
from that evolve a clear-cut set of standards on 
what they consider legal pricing techniques. With 
these standards as their guide, the examiners could 
then decide what discriminatory pricing is and is 
not. 


Tighter Enforcement Coming 


Another Kennedy objective that bears watching 
is in his proposals for improving coordination 
among regulatory agencies. One expected result: 
tighter enforcement of antitrust laws and fewer 
loopholes between overlapping jurisdictions. This 
could end the practice of some defendants of 
“shopping for a prosecutor.” 

Under an existing tacit agreement between the 
Justice Dept. and the FTC, jurisdiction in a case 
remains with the agency that initiates investigation. 
So a company fearing harsh treatment from an 
anticipated Justice Dept. prosecution may request 
an FTC investigation if it believes it would thus 
be dealt with less severely. 

The handwriting appeared on the wall when 
Attorney-General Robert Kennedy, the President’s 
brother, directed the FTC to check compliance 
with more than 50 past antitrust judgments and 
consent decrees, many involving oil companies. 

Closer cooperation between the Justice Dept. 
and the FTC is sure to come informally, without 
legislation. But Robert Kennedy and FTC Chair- 
man Paul Rand Dixon, another staunch Kennedy 
man, may also seek legislation, or at least informal 
. agreement, spelling out their respective antitrust 
responsibilities. 

In any event, proposed reforms mean a tighter- 
run FTC, clearer in policies, swifter in action and 
possibly more firmly under the White House thumb. 


o In case you missed it... 


Standard of Ohio reports its expenditures for 
service-station sites and new station construction 
in 1960 were a record $7.3-million. Sohio says 
several new stations are being built on access roads 
to the new interstate highway system. 


Twelve newcomers have residual-fuel-oil quotas 
for the year which began April 1. They are: Cities 
Service, Consolidation Coal, Deepwater Terminals, 
Northville Dock, Patchogue Oil Terminal, Pre- 
ferred Oil, Sears Oil, Southern States Oil, Sun Oil, 
Tidewater Oil, Union Oil of Boston, and Wyatt Inc. 


“Brand-Name Retailer-of-the-Year” in the gaso- 
line service-station category is Lott’s Atlantic Serv- 
ice, Moorestown, N. J. 


Tidewater Oil Co. is centralizing its retail ac- 
counting, including credit-card-sales, at its western- 
division office in Los Angeles this summer. These 
functions will be terminated at Tidewater’s eastern- 
division office in Philadelphia. 


The 1961 Mobilgas Economy Run was won by 
a Ford Falcon, posting an average of 32.7 miles 
per gal. for the six-day test. 


Tidewater and Phillips have a credit-card ex- 
change agreement now. Tidewater’s cards are good 
at Phillips stations in 29 states from South Carolina, 
Georgia, and Florida to Idaho, Utah, and New 
Mexico. Phillips cards are good at Tidewater out- 
lets in 10 Eastern states. 


Sunland Refining Corp., Fresno, Calif., has an 
option to buy Fletcher Oil Corp., Wilmington. 
Fletcher markets in California, Washington, and 
Oregon, has a refinery in Torrance, Calif. 


> Montana’s anti-trading-stamp bill becomes effec- 
tive July 1. It requires each establishment giving 
stamps to buy a $100 license and pay the state 2% 
of its gross receipts. Merchants can’t issue their 
own stamps, either. 


Dismissal of the Justice Dept.’s case against 
Texaco brings to an end the 10-year case against 
seven West Coast major oil companies. The other 
six had settled through consent decrees. 


> National Oil Fuel Institute is now literally under 
“one roof.” It’s on the 21st floor of 60 East 42nd 
St., New York, N. Y. 


> Atlantic Refining’s credit card is now good for 
tickets to the Philadelphia Phillies’ home baseball 
games. 
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Hey Pop! He’s wearin’ our brand! 














THERE’S NO BUSINESS LIKE THE OIL BUSINESS... 


and what customers will do next is anybody’s guess. But there’s 
never any guesswork about the services you get when you are sup- 
plied by Ashland Oil. What’s more . . . as the nation’s largest inde- 
pendent supplier of petroleum products, Ashland Oil & Refining 
Company understands and respects your independence. Here are 
just a few of the benefits you get from a working agreement with us: 


e You are your own boss e You choose the marketing program that best 
suits you e You get effective merchandising and selling tools « You get 

products of highest quality . . . developed and test-approved by Ashland’s 

outstanding technical and engineering staff. 


For complete information on how Ashland’s sales program for independent 
marketers can benefit you . . . write, wire or phone us today! 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue—CINCINNATI, O., 
811 Federal Reserve Bank Bidg.—CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., Standard Bidg.—DETROIT, 
MICH., Dearborn P. 0. Box 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 0., P. 0. Box 210—FREEDOM, PA.—LOUIS- 
VILLE, KY., 1202 S. Third Street-—NASHVILLE, TENN., 5 Main Street-—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 


Zhe independent Supplier #t Independents 
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John Schoolcraft says: 


GORMAN-RUP 


helps keep our trucks on the go! 


Autocraft Sales Corporation, pioneer petroleum distribu- 
tor, has several “‘firsts’’ to its credit, not the least being 
the first to sell Ethyl gasoline through a service station in 
New York State. Now a progressive distributor of 
Atlantic products in Schenectady, this firm has recently 
expanded its operations with a new branch bulk plant. 

Says Mr. John L. Schoolcraft, Jr., Vice President and 
General Manager, ‘‘We chose Gorman-Rupp Pumps for 
their simplicity, ruggedness and for the fine service 
rendered by the Gorman-Rupp Dealer. They have lived 
up completely to our expectations, with no repairs 
needed in more than two years operation. Pumps are of 
key importance to us. These give our trucks the fast turn- 
around that spells efficiency.” 

Ask your Gorman-Rupp Distributor about the exclu- 
sive features of ‘“‘O”’ Series Pumps. Safer—no check 
valve, and thus freedom from dangerous, high pressures 
from confined, heat-expanded liquids. More efficient — 
straight-in suction removes entrance restrictions, in- 
creases priming lift. 


Installation details: Two Gorman-Rupp 03C-B Seif-Priming 
Centrifugal Pumps serve three 20,000 gallon under-ground 
tanks. Maximum lift, 16 feet. Two #2 fuel oil tanks are 
manifolded. Second pump handles kerosene. 3” air elimi 
nators, strainers, meters and loading assemblies. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street, Mansfield, Ohio 


GORMAN-RUPP OF CANADA LID. 


St. Thomas, Ontario 
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Fuel Oil 


Trends in Oil-Heat Promotion 


Here’s how oil-heat groups size up current promotion, and what they 
think can be done to sharpen oil-heat's sales pitch at all levels 


L OCAL oil-heat groups seem to be making good 
use of promotion funds, even though gas 
utilities have the upper hand financially. This was 
the consensus of the National Fuel Oil Council’s 
recent oil-heat promotion conference in Atlantic 
City, N.J. 

By employing refiners’ matching funds imagina- 
tively, local groups are (1) building a high-quaiity 
image of oil heat among homeowners, (2) getting 
more builders and other influentials back to oil 
heat, and (3) urging gas-using homeowners to con- 
vert to oil and save money. 


What Can Be Done? 

But while there was a feeling of progress in oil- 
heat promotion, there was also a feeling that a 
better job could be done by all segments. Here’s 
a rundown on some pertinent suggestions, made by 
local groups, that could become promotion trends 
in the near future: 

e Greater use of NOFI’s oil-heat symbol in 
refiner-supplier ads. Many oil groups are using the 
symbol and feel that continuity in its use stops at 
the refiner level. Refiner use, they insist, would 
mean a closer tie in the public mind between the 
two industry segments. 

A refiner spokesman says wider promotion of the 
symbol among his group was held up pending out- 
come of NFOC merger with Oil-Heat Institute into 
what is now National Oil Fuel Institute. “NOFI 
may want to redesign the symbol,” he says. 

Although widely used, the council’s hallmark 
is not universally used. Reason: Many groups de- 
signed their own identifying mark long before 
NFOC’s symbol was thought of. And they may be 
reluctant to change an emblem established locally. 

e@ More national advertising. This, local oil men 
feel, would add stature to their efforts, would boost 
prestige of oil, and would give it a national audience 
that now only hears of gas and electric heat.They 
say a national program would end a lot of duplica- 
tion at copy-creating level, thus reducing overhead 
costs and making more funds available directly for 
ad space. 

Chances for a national program this year, says 
Bob Gray, NFOC director, are not good. Ad bud- 
gets of refiner-suppliers have been laid out and ap- 
proved months ago. “But it’s a reasonable goal for 
1962,” he adds. And some refiners are already talk- 
ing about national promotion. 

Any such program, says Charles Kramb of Gulf 
Oil Corp., should be dropped if it takes money away 
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from local campaigns. But he sees advantages of a 
national program in (1) uniformity of theme, (2) 
copy handled by qualified agency, and (3) wide use 
of single symbol to enhance individual efforts. 
Kramb adds that while national advertising won’t 
send people in to buy oil burners, it will “create a 
better climate for oil burners.” 

e@ Better advertising by refiner-suppliers. Kirk 
Shivell of Shivell-Hall, New York ad agency, sug- 
gests suppliers stop negative advertising. (They 
frown on its use in NFOC campaigns.) “They 
shouldn’t say their oil burns cleaner or won’t form 
sludge because that implies that other oils are dirty 
burning and do form sludge,” he contends. Ads of 
this type, he asserts, undo much of the good created 
by local oil-heat promotion. 

Carl Jonswold of Pure Oil, representing Oil Heat 
Council of Greater Chicago, complained that all 
industry segments in his area use negative advertis- 
ing. “These ad dollars are selling oil customers on 
gas heat,” he maintains. 

Shivell suggests, too, that refiner-supplier field 
man calling on jobbers receive some ad training 
to help plug a present weakness. It would improve 
liaison between refiner and jobber in intelligent use 
of advertising. 

Tony Frattini of Sun Oil indicated refiners were 
aware of these problems and would act to clear 
collect promotion funds from jobbers on check-off 


Fuel-Oil Features in This Issue 
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What to Do in Miami 
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How to Save Money through Credit Control 
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Fuel Oil 
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them up. He said, “Refiners have got to think fresh 
and with more energy than before.” 


e A grass-roots trend to “one-roofness” in local 
promotion efforts. While many groups started off as 
a combination of many small groups (OHI of Long 
Island, New Jersey Oil Heat Council), many new 
groups getting into promotion for the first time see 
advantages in unifying their local efforts to cover a 
region. Example: Jobbers in Dutchess, Orange, and 
Ulster counties in New York are now working to- 
gether on a regional basis instead of functioning 
separately. They use the same ad copy for greater 
impact, and compete more effectively against the 
utility serving the same area. 


Five scattered markets in suburban Philadelphia 
are finding unification worthwhile, too. “We use a 
rifle instead of a shotgun,” says a spokesman. 
Programs that started out as individual efforts in 
Chester, Chester County, by Delaware Valley Fuel 
Oil Dealers Assn., by Tri-County Fuel Oil Dealers 
Assn., and by North Penn Fuel Oil Dealers Assn. 
are now combined. What was once confined to 
suburban Philadelphia is now spreading to Allen- 
town and Bethlehem. 


e@ Check-off collection of promotion contribu- 


tions from jobbers. Joe Berry, Greensboro (N.C.) 
heating-oil jobber, thinks refiner-suppliers should 
collect promotion funds from jobbers on check-off 
system, if both agree. It would put jobbers on a pay- 
as-you-buy-oil program. Refiner-suppliers would 
add the jobber’s contribution to the statement for 
each load of oil he receives. Berry suggests refiner- 
suppliers be paid for paperwork. He adds that such 
a program would free local secretaries from the 
time-consuming task of fund raising, would make 
it easier to sell jobbers on participating in oil-heat 
promotion, would boost the number of jobbers in 
oil-heat promotion, would give local men more 
money for NFOC to match, and lead to more in- 
tensive, better local campaigns. 


When told that plan had been proposed to re- 
finer-suppliers five years ago and turned down, 
Berry countered, “There’s no harm in trying it 
again.” 

@ More burner service in the Midwest. This 
plea came from Jonswold, who said, “Only four 
suppliers in the Chicago area supply burner service. 
Jobbers seem to shy away from it.” A jointly serv- 
ice organization run by several jobbers is one ap- 
proach. “But oil competitors don’t seem to trust 
each other. Our competitors are not each other 
but gas and electric fuels,” he said. 





How Local Groups Are Putting Oil Heat Over 


e Better Home Heat Council of 
Florida used four regional editions of 
‘weekly TV Guide to hit all sections of 
the state with oil-heat-economy. Sent 
copies of ads to builders stressing that 
oil heat is a prestige fuel. Used the 
TV Guide because it “stays in the 
home all week and is used daily.” 


e Providence-New Bedford-Fall 
River market used television to show 
film of builders’ modern oil-heated 
homes. Builders like having homes 
shown on TV, report model-home 
traffic increased, and complain they 
have too many buyers for the homes 
shown. 


e Tidewater Oil Heat Assn. in Nor- 
folk, Va., has filmed for TV use testi- 
monial ads from homeowners who had 
gas warm-air heat and who switched 
to hot-water (baseboard) oil-powered 
heat. Figures show they now save 
38% on fuel bills. (The Tidewater 
group reports that one result of pro- 
motion is that oil-heated houses are 
now appraised at $500-$700 higher 
than formerly. Homes sell at premium 
of $250 over gas-heated homes.) 


e Baltimore promotion tied oil heat 
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to jet age, showing that jet-age oil 
heat is something new, different from 
oil heat 10 years ago. Copy conveys 
the idea that “oil heat is on the march” 
and should be investigated. 


e OHI of Western New York used 
public-service-type radio programs. 
The group sponsored traffic reports 
from helicopter. “With our $50,000 
working against a $947,000 gas-pro- 
motion fund and a price structure fa- 
voring gas by 38%, we turned to 
public-service-type programs to get 
greatest impact for our money.” Also 
ran benefit for local hospital at local 
race track, getting lots of free news- 
paper, sound-truck, and TV publicity. 


e Greater Philadelphia Fuel Con- 
ference used a 50x10-ft. display that 
sells the idea that homes without oil- 
powered, hot-water generators are old 
fashioned. Copy claims gas and elec- 
tric water heaters don’t provide 
enough hot water fast for modern 
home needs. 


e Oil Heat Council of Greater Chi- 
cago used slick-paper Sunday news- 
paper magazine supplements to show- 


case its color shots of oil-heated 
homes. “We couldn’t match gas ads 
in the slick magazines, so we did it 
this way,” the group says. Color shots 
of homes are light, airy, with plenty 
of white to give impression that oil 
heat is clean. Youthful models were 
used to create image of modern oil 
heat. These ads, plus other promotion, 
are credited with 50% slowdown of 
oil-to-gas conversions. 


e North Carolina Oil Heat Council 
sent direct-mail pieces (from NFOC) 
to architects, real-estate agents, build- 
ers, bankers to show them that oil 
heat is the fuel to use. Total of nine 
mailings in 342 months cost $1,700 
for 12,000 contacts, or 13¢ per con- 
tact. 


e South Carolina group used Me- 
Graw-Hill’s “Dodge Reports” on new- 
home construction to nail down oil- 
heat-equipment sales leads. 


e Hampton Roads-Newport News 
(Va.) promotion used builder testi- 
monial ad filmed on development site 
for later use on TV. The builder put 
up 600 homes, of which 99% are oil 
heated. 
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... demand the ULTIMATE 
in OUTDOOR LIGHTING... 


designed for | 
the ultimate in eye A appeal from any angle -note its water-thin 
styling and tapered beauty! 


UNIT ILLUSTRATED 
8-CB-4PG on 14’ Navajo Pole-AW, 


=," Air and/or Water Ovilets eo 





























PLUS THESE ADDED PERFORMANCE FEATURES: 


This beautiful, weather proof, tapered 
fluorescent fixture is the first to operate 50% 

cooler than Underwriters’ requirements. Not 
UNIT ILLUSTRATED only is the COBRA fixture 3%” thin, but the 
8-CB-4PG on Nike Pole ballasts are mounted on the side for added 
cool efficiency and performance. 


The COBRA is available with 3, 4 or 5 lamps 
for the 6’ fixture, 4 lamps for the 8’ fixture. 
The COBRA can be mounted on WHITEWAY’S 
__new von improved post adapter, horizontally NEW...IMPROVED 
for single or twin fixtures. POST ADAPTER 
\ a complete line of poles ; 
COBRA fixture. So, if you e Designed 300% stronger 


e Positive Wiring Channels . . . No 
problems at Pole Top 











4 é ; e Easy access to Wires through New 
a and Improved Wiring Box 
vail WRITE WHTEWAY, CINCINNATI, FOR“COMPLETE INFORMATION e Completely Adjustable 


: DISTRIBUTORS IN EVERY MAJOR CITY e Teeth Deep Serrated for Positive 
iS e Locking 
' ft) MANUFACTURING COMPANY 


*T, M. REG. 1736 Dreman Ave. « Cincinnati 23, Ohio 
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_WORTHINGTO 








BEST BUY FOR 
STATION AIR 


NEW WORTHINGTON 
COMPRESSOR 


MONOBLOCG 


Based on first costs, on operating costs and on safety, 
too, your best buy for service station air supply is the 
new Worthington MONOBLOC X Compressor. 
Here’s why. 


First, all your money goes toward buying a quality 
motor, quality compressor, controls and tank. You 
don’t waste it on unnecessary belts, belt-guard, sheaves, 
long base and on the labor required to assemble them. 


In installation, the MONOBLOC saves you $30 or 
more in parts and labor because it comes completely 
wired. There’s no starting switch to buy, install and 
wire in. No belt alignment and adjustment. 


Note that the MONOBLOC fits wholly over the 
tank itself with no overhang. This saves valuable 
space, of course. And the whole compressor is more 
stable, better balanced and, because it is lower, easier 
to service, too. 


Safe? Absolutely—there are no exposed rotating 
parts anywhere on the MONOBLOC X Compressor. 


To give you the long operating life with the least 
maintenance, the MONOBLOC is built with the new 
Worthington X Compressor design. The wide-stance 
X-shape virtually eliminates harmful vibration because 
it balances all reciprocating thrusts better. The single 
(instead of two) rotating element helps eliminate vibra- 
tion, too. 


In addition, a silicon-treated filter element removes 
over 99°% of the dirt from incoming air—the most 
dangerous source of compressor wear. The tapered 
roller bearings cut friction. Stainless steel valves 
eliminate corrosion no matter where the installation. 

The MONOBLOC X Compressor is available in 
sizes to handle any combination of lift and tool air 
service. For full information, call the Worthington 
Distributor listed in your Yellow Pages. Or write 
Worthington Corporation, Section 34-9, Holyoke, Mass. 


WORTHINGTON 


PRODUCTS THAT WORK FOR YOUR PROFIT 





Fuel Oil 


Champion leaves no stone unturned in establishing customer’s credit. The company believes, too, you must learn to say no 


How to Tighten Credit Controls 


An Ohio fuel-oil jobber was charging off $5,000 a year until he adopted 
a new plan. Now charge-off is less than $500. Here's how it’s done 


N OHIO JOBBER figures he’s saved $54,000 in 

the past 44 months by means of a firm and 
systematic method of credit control. The sum rep- 
resents the charge-off he would have had on his 
total charge business of almost $4-million without 
tight credit control. 


The jobber is Champion Service Co., Hamilton, 
Ohio, which did a total sales volume of $1.7-mil- 
lion last year. The bulk of the business was in 
charge fuel-oil accounts. 


Of the total 1960 charge sales of $1,039,250, 
less than one-quarter of 1% will be charged off, 
a dollar loss of $476. Contrast this with an average 
yearly charge-off of 1/2 %—or $5,000—during the 
10 years that preceded effective credit control. 
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What's Behind Champion’s System 

The credit-control system is the work of Champ- 
ion’s vice president Sylvester “Bud” Riehemann, 
who also acts as the company’s credit manager. 

When he joined Champion eight years ago, 
Riehemann found nearly 35% of the charge ac- 
counts delinquent from 30 to 120 days. A high 
percentage of bad debts was costing the company 
money. 

When he couldn’t find a course in credit man- 
agement to suit his needs, he developed his own 
system through trial and error. 

The system is built around the philosophy that 
the customer is the jobber’s “paymaster” and that 
you must learn to say no when he doesn’t pay you, 





‘You'll go broke if you don’t have the intestinal fortitude 


(Begins on page 83) 
Implementing this belief are: 


e A speedy and systematic check-up on all de- 
linquent accounts. 


e A thorough credit check on all new accounts. 


e@ An automatic carrying charge of 142% on 
accounts which are 30 days overdue. 


Credit: A Necessary Problem 


Riehemann began by accepting that credit was 
important to the firm. “Major oil competition ex- 
tends very liberal credit to consumers. It is parti- 
cularly economical to use charge accounts for fuel 
oil. The driver doesn’t have to make change and 
can deliver when the customer is not at home. So 
we sell credit almost as hard as we sell product. 

“But credit is the one area which can make or 
break a small business. Most suppliers require the 
jobber to pay every 10 days. You have to balance 
this against a consumer who pays you every 30 
days. If the consumer pays late, this means more 
borrowed capital to run the business—along with 
the interest payments that grow the amount bor- 
rowed (see box). 


“It is obvious that you have to learn to deal 


firmly with the delinquent accounts. The common 
problem in all retail business is to overcome the 
embarrassment of telling a customer he is delin- 
quent in his payments. There is also the chance 
the account will be lost if you offend him. But 
you'll go broke if you don’t have the intestinal 
fortitude to tell a customer no when he doesn’t 
pay his bills.” 

Riehemann has developed an angle to sell de- 
linquent accounts on the need for timely payment. 
“We ask him how long he would work for his 
employer without a payday. We explain that he is 
our paymaster and that our payday is 10 days after 
the statement date. We even further explain that 
we must pay our supplier every 10 days as well as 
our own employes. In most cases this sets the cus- 
tomer thinking, and a considerable amount of 
overdue collections are made after such a conver- 
sation.” 


During the early stages of the business, all ac- 
counts receivable were hand-posted in a looseleaf 
ledger. The growth of the business had made this 
type of operation inadequate. A bookkeeping ma- 
chine was purchased, but in the peak fuel-oil 
months, posting ran as much as 25 days behind 
schedule, making full credit control impossible. 





Champion 
Service: 
The Men 
and the 
Company 


“4 


President Glenn Douglass 
(left), VP Bud Riehemann 


THE TWO top men at Champion Service Co. 
were each other’s keenest competition 14 years 
ago. That was when president Glenn Douglass 
left Ohio Oil to launch his jobbership in Butler 
County, Ohio. Bidding for the same accounts 
was Bud Riehemann, agent for Gulf Oil. 
Riehemann joined Champion eight years ago. 
Champion has grown fast in 14 years, but so 
has the competition. When Douglass went into 
business, there were only three other jobbers 
in Butler County. Now there are 23. Champion 
itself, which began with one employe and one 
tank truck, now has eight trucks and 25 service 


stations handling over 7-million gal. of oil prod- 
ucts. : 

Home fuel-oil sales account for 55% of the 
business. Another 35% is through service sta- 
tions. The remaining 10% is commercial 
accounts. 

Champion’s current supplier is Sinclair (pre- 
vious ones were Fleetwing and Ashland), and 
one of Douglas’s proudest boasts is that the 
company has never missed a discount with 
the supplier. Sinclair is sold on Champion’s credit- 
control system. Jobbers are brought in from all 
over the country for a detailed look at the efficient 
operation. 

Complementing the important credit system is 
a keen sense of good community and employe 
relations. For example: 

e When a customer dies, a letter of condolence 
is sent to the family explaining that fuel oil will 
be supplied gratis for the rest of the season and 
that all past debts are being wiped off the slate. 

e Employes and their families are invited to 
a dinner meeting in the company’s warehouse 
every year. They are given the same presentation 
given to the stockholders and told of the com- 
pany’s financial status and future plans. 

e An “open door” policy in office operation 
is stressed so that employes are never led to feel 
that information is being hidden by management. 
“We never close our doors except when discussing 
a private matter with an employe.” 
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In 1955 Riehemann saw an answer in the First 
National Charge Plan Service, which had an office 
in Hamilton. The service eliminated Champion’s 
need to post accounts, easing the administrative 
workload. If an account was delinquent, the service 
would contact the customer, relieving the oil com- 
pany of the unpleasant task. 

In addition, Charge Plan personnel investigated 
all credit, eliminating charge-offs at the end of the 
year. The service cost $10,000 a year. 

But when the service was discontinued in Hamil- 
ton, Champion was forced to again tackle the 
problem of credit control. 

New bookkeeping equipment was _ purchased. 
Cycle billing was instituted, distributing the work 
load over an entire month. Instead of all bills go- 
ing out on the first of the month, they went out 
in eight cycles of two billings a week. 


Good Risk or Bad? 


An important part of Riehemann’s new system 
hinges on adequate credit screening of new ac- 
counts. With his first telephone contact with 
Champion, the potential charge customer is 
checked out for his credit rating. 


Merchandising 





to tell a customer no when he doesn’t pay his bill’ 


Is he a Sinclair credit-card holder? As soon as 
the customer gives his name and address, the 
salesman flips through a handy file listing all local 
card holders. If the account has one, this is the 
first positive evidence that he may be a good credit 
risk—but in itself it’s not sufficient clearance. If 
the account does not have a Sinclair card and is 
accepted eventually by Champion, it is a matter 
of routine to get a card for him. This offers an 
added check of credit. 


Is he a confirmed bad risk? The salesman, with 
the potential account still on the phone, flips 
through an informal file of local bad risks. This 
information comes from Champion executives’ 
personal knowledge of people in the community or 
from other local retailers. 

Is he a former account? Next, the salesman 
checks the file of rejected or cancelled accounts. 
Says Riehemann, “They usually make a circuit of 
all the local oil companies. Eventually they try you 
again.” 

All this takes only a few seconds since the sales- 
man sits within easy reach of the pertinent files. If 
the account looks like a good risk at this point, 
the salesman then takes down the necessary infor- 
mation on a formal credit application. (Continued) 





e Champion employes are indoctrinated with 
the idea that the customer is their “paymaster.” 
Recently a driver delivered a load of fuel oil to 
an account that was to receive product only on 
a COD basis. His explanation was that traffic 
was too heavy to make it worthwhile to collect 
on the delivery. The driver was then informed 
that the $27 cost of oil constituted an advance 
on his salary. If he wanted it, he would have to 
collect it from his paymaster—the customer. 
The lesson was well-learned. The driver collected 
his money and now adheres rigidly to policy. 

e Douglass takes a constant and willing hand 
in community affairs. He is the mayor of Oxford, 
Ohio, and is active in the Boy Scouts and Little 
League. 


Who's at headquarters 


CHAMPION’S headquarters staff is relatively 
small. President and treasurer is Glenn Douglass. 
Bud Riehemann is vice president in charge of 
sales, operations, and credit. 

There’s an office manager, an assistant credit 
manager who is also the degree day clerk and 
dispatcher, a secretary-receptionist, and a book- 
keeping clerk. During the busy days of the fuel- 
oil season, Mrs. Riehemann steps in to assist her 
husband in the credit operation. 
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Most of the credit operation centers around a 
$45,000 National bookkeeping machine. A Re- 
cordak microfilmer and a film reader allow Cham- 
pion to keep compact files of all transactions. 
Adressograph files and a Pitney-Bowes postal 
machine fill out the equipment list. 


How slow pay cuts profit 


HERE’S an example of how past due accounts 
can slice into—or even do away with—your net 
profits. 

Let’s assume you do $100 worth of sales and 
that the cost of selling amounts to $97. You are 
left with net profit of $3. 

If this is a charge sale, you still have to pay 
the $97 it cost you to make the sale. You must 
borrow it at interest rates of, say, 6%. 

Here’s how delayed payment trims away your 
$3 profit:* 

Remaining 

me Interest profit 

month . $2.52 

months : 2.04 

months 3 1.56 

months : 1.08 

months 2.40 .60 

months 2.88 2 


From here out, your profit is gone. 


* Figures by Oil Heat Institute of New England. 





(Begins on page 83) 

If the applicant admits he has lived less than two 
years at his present address, he must provide his 
previous address. Champion frowns on applicants 
who move frequently for other than business rea- 
sons and prefers homeowners to those who rent. 

A strong attempt is made to have the applicant 
state his salary. When they get the figure, Cham- 
pion applies its own rule of thumb: “We figure he 
will use one week’s salary for rent, another one or 
two weeks on food and clothing. This leaves him 
about one week’s pay for his debts to banks and 
others. If his total obligations cover his entire 
month’s salary, he is not a good credit risk. And we 
do not consider a wife’s salary a credit basis.” 

Frequent users of small loan companies are ruled 
out early. 

Champion insists on three credit references. The 
best, they’ve found, are former fuel suppliers, cloth- 
ing stores, drug stores, and groceries. 

Automobile finance companies are not accepta- 
ble as references, nor are companies getting pay- 
ments for furniture or appliances. “We know from 
experience that this type of company will be paid 
promptly because the customer does not want to 
have his car, appliances or furniture repossessed. 

“We don’t have the same advantaze. It is virtu- 
ally impossibile for us to repossess our goods and 
the customer knows it. There is always more re- 
luctance on the part of a problem account to pay 
for goods which have already been consumed.” 

These references are checked, then usually fol- 
lowed up with a call to a local credit agency. For 
an annual fee of $75, Champion can call and get 
a verbal or written report on a local resident. An 
additional service charge of 75¢ for a verbal in- 
file report, or $1 for an updated verbal report is 
levied. Champion relies entirely on verbal reports 
to speed handling. If the data in the agency’s file 
is more than six months old, the jobber always 
asks for an up-dated report. 

Once the customer has been accepted, there 
is the ever-present problem of seeing that he pays 
regularly. 


Making Them Pay On Time 


Champion customers have their choice of two 
credit plans: 

e@ A 30-day charge account with option terms. 
Here the customer agrees to pay the full amount 
within 10 days of the monthly statement receipt. 
Or the customer may decide to pay in instalments, 
paying at least one-fourth of his balance on the 
monthly statement. There is a carrying charge of 
1% % on the unpaid and carried-over balance. 

This is the most popular plan and accounts for 
almost 75% of Champion’s credit sales. 

e A 10-month fuel-oil budget plan. This con- 
sists of equal monthly payments that total the 
amount of the annual heating-oil requirements. It 


may start at any time of the year with the final 
payment scheduled for June of that year. There’s 
a carrying charge of 142% on unpaid instalments. 

A customer’s agreement with these terms is no 
guarantee he will always pay on time. Champion 
finds it important to know as soon as possible when 
an account begins to fall behind in payments. The 
control point for this goal is the ledger card kept 
for each customer. 

When an account calls for a delivery, his ledger 
card is always checked. The last column on the 
card will indicate his balance. A column of three 
“00's” will show that the customer has paid all 
of his bills for the past three months. If figures 
begin to repeat or increase, the account is de- 
linquent—for as many months as there are figures 
on the ledger card. 

So when a delinquent account calls for a new 
delivery, the salesman knows immediately there’s 
payment problem. Ledger card in hand, he can 
raise the point in their telephone conversation. His 
degree of insistence on payment will depend on 
the number of months the customer has missed 
payment and the customer’s explanations. 

There are other followups for the deliquent ac- 
count. 

Bills are payable 10 days after the date of the 
statement. If no money comes in, a gentle reminder 
letter goes out 15 days later. The following month, 
when the amount is printed as delinquent on the 
ledger card, the posting clerk places a sticker on 
the statement reminding the customer he’s behind 
in his payments. The clerk also automatically 
charges 112% interest. 

This automatic addition of a carrying charge 
has been an important aid to spurring late payers. 
Delay costs money. And the amount of money 
collected in interest more than offsets the bad- 
debt charge-off at the end of the year. For example, 
in 1960, interest charges brought in $646. This 
more than covered the bad-debt charge-off of $476. 

As the account becomes more of a problem, 
he’s limited to one delivery at a time or placed on 
a COD basis. No extra charge is levied for a COD 
delivery. 

Once the oil company becomes convinced that 
they have a confirmed no-pay on their hands, the 
account is turned over to a collection agency, used 
since 1953. 


“We generally turn them over to the agency 
if there have been no results in four or five months,” 
says Riehemann. “If you can get the account into 
the hands of the agency within six months, you 
stand a very good chance of collecting. Beyond 
that, your chances begin to thin out considerably.” 

The agency gets one-third of all it collects. In 
1960 the agency collected $840. Of this, $280 was 
deducted by the agency and the remainder turned 
over to Champion. Without the use of the agency, 
almost all of this $840 would have had to be 
written off. s 
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Fuel Oil 


Los Angeles Tightens Oil Ban 


Restriction on use of fuel oil is now in effect seven months a year 
instead of six, despite oil's efforts to get the rule liberalized 


THE FUEL-OIL market in Los An- 
geles, Calif., most of it in heavy oils, 
shrank again recently when Los An- 
geles county supervisors extended a 
ban on oil-burning 30 days. 

The county amended Rule 62, mak- 
ing its effective dates April 15 through 
Nov. 15. Formerly the period ran 
from May 1 to Oct. 31. During this 
time, fuel oil with more than 0.5% 
sulfur content cannot be used by 
industries; the biggest users are elec- 
tric utilities. 


Oil Suffers Reversal 


Western Oil and Gas_ Assn. 
(WOGA), through its president Her- 
bert G. Vesper, asked for Rule 62’s 
liberalization to make the ban effective 
on those days when the sulfur dioxide 
content of air hit 0.3 parts per mil- 
lion for one hour. It works that way 
during the part of the year when 
Rule 62 isn’t effective. 

Vesper argued that such a stipula- 
tion would strengthen smog control, 
putting it on a 12-month basis in- 
stead of a six. Vesper said the new 
regulation would mean actual control 
for 84 days, not 184 days. Under 
rule 62, he maintained, the ban went 
into effect on many days when fuel 
oil could be used because of the lack 
of other conditions that lead to smog. 

Vesper contended the standard of 
0.3 parts per million was eight times 
tougher than standard of the State 
Health Dept. for plants, which, he 
said, were more sensitive to sulfur 
dioxide than people. He maintained, 
moreover, there was no correlation 
between burning fuel oil and eye irrita- 
tion or reduction of visibility, two 
products of smog conditions. 

Vesper said the oil industry was 
making the request for a change in 
Rule 62 to maintain the economic 
welfare of the area, and to eliminate 
the trend to a one-fuel economy 
(natural gas). It was not, he argued, 
an attempt to get a guaranteed mar- 
ket for fuel oil. 

While Rule 62’s main effect is on 
heavy oils, it also includes lighter oils 
(No. 1 and No. 2). A Bureau of 
Mines report (1959) on the quality 
of all grades of fuel oil used in Los 
Angeles shows they contain, in the 
main, more than the allowed amount 


of sulfur. Here’s 
bureau’s report: 


a recap of the 


Sulfur No. 
content samples 
oil Low Av. High 

0.01% 0.256% 0.92% 18 

0.04 0.507 1.35 23 

2.10 


Grade 
0 





<i 1 


0.82 1.60 4.60 13 
0.87 1.76 5.25 23 


The same report shows that the 
trend in sulfur content of No. 1 and 
No. 2 oils has been downward since 
about 1955, but the trend in sulfur 
content of heavy oils has been up- 
ward. 


What’s the Loss 


Rule 62’s six-month ban period, the 
industry estimates, meant a loss of 
about 10-million bbl. of fuel oil, 
coming to about $20-million annually. 
The extension may mean another drop 
of about 1.6-million bbl. in heavy- 
oil consumption and an additional $3- 
million-plus loss in sales. 

Vesper maintained that by forcing 
a one-fuel economy on the area, Rule 
62 could force up the price of gas by 
more than $50-million a year . 

Smith Griswold, chief of the Air 
Pollution Control District, who argued 
against Vesper’s proposal, is known 
to favor a year-long ban of fuel oil’s 
use. He’s expected to make a move 
in that direction when the area can be 


assured of an adequate supply of 
natural gas. 

Refiners say they could bring oil 
within the sulfur-content limit of 
Rule 62 through hydrodesulfurization 
at the refinery level. But the cost is too 
high. Even if they did that, they 
suspect antismog people could come 
up with some other objection to the 
year-round use of fuel oil. 


Sign of a Trend? 


So far, Los Angeles is the only 
market banning fuel oil’s use in certain 
periods. But if other large cities else- 
where get the same idea, the oil in- 
dustry could be in trouble. 

Samples of No. 4, No. 5, and No. 
6 oil tested by the Bureau of Mines 
in other areas were lower in sulfur 
content than West Coast samples, but 
still wouldn’t meet the 0.5% rule. 
No. 1 and No. 2 oils from the same 
areas would, however. 

The situation in other areas seems 
to be a tender subject with oil men. 
They don’t want to talk about it be- 
cause it may give some cities “ideas.” 

Just to what extent fuel oil con- 
tributes to air pollutants is not known. 
That’s the big reason behind the Oil- 
Heat Institute’s sponsorship of a study 
at Michigan State University, begun in 
September. It’s hoped that some spe- 
cific data will be available within a 
year. 





Memos for Fuel-Oil Men... 





Cross tabulations of the latest 
census data have been made by the 
S. J. Tesauro Co., Detroit. The 
company purchased summary data, 
working from magnetic tapes on 
which the information was re- 
corded. Some data relates housing 
to population to income neighbor- 
hoods. Tesauro sells the cross- 
tabulated information for a fee. 


® Just as American Petroleum 
Institute did a few years ago for 
oil marketers, Liquefield Petroleum 
Gas Assn. is now working out 
standard terms for basic LP-gas 
marketing functions. Standard 





terms, it feels, will promote better 
understanding of the industry by 
business generally and by financial 
houses in particular. 


> Oil Heating Assn. of Canada is 
speaking out against the plan to 
build a crude-oil pipeline from Ed- 
monton to the refinery area in 
Montreal. OHA says the line is a 
direct threat to the retail oil indus- 
try in the eastern part of the coun- 
try since it would mean higher fuel- 
oil prices, possibly higher taxes, 
and give natural gas a cost advan- 
tage in markets now supplied with 
oil coming from imported crude. 
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HURRY! ONLY A 


CHAMPIONS 
BIG CONTEST 
CLOSES 


IMIAY a: 


Last opportunity to win your own 
airliner and crew for 2 weeks— 
plus $5,000 spending money! 

All tax-paid! 


CHAMPION SPARK PLUG COMPANY 
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FEW DAYS LEFT! 








This can be yours for 2 weeks! Plan your own trip—anywhere in North America! See the places 
you’ve always wanted to see! Take along your family and friends—up to 12 people in all! 


YOU CAN WIN 


COMET 
2-DOOR SEDAN 
Equipped with heater, 
whitewall tires. 


1,159 OTHER VALUABLE PRIZES! 


ras 


FALCON 
TUDOR SEDAN 
Equipped with heater, 
whitewall tires. 


LARK 
2-DOOR SEDAN 
Equipped with heater, 
whitewall tires. 


RAMBLER AMERICAN 
2-DOOR SEDAN 
Equipped with heater, 
whitewall tires. 


2 LONE STAR 
15-FT. RUNABOUTS 
With trailer, up-to-40 hp 
outboard motor. 

















12 STROMBERG- 
CARLSON CONSOLES 
Stereo hi-fi phono, 

» AM-FM radio. 





DEPENDABLE 


SPARK PLUGS 


TOLEDO 1, OHIO 


35 BELL & HOWELL 
MOVIE CAMERAS 
8 mm., automatic 

electric eye. 


156 EVANS BICYCLES 
Interceptor 300 model, 
boy’s or girl’s styles. 


250 COLEMAN 
CAMP STOVES 
Lightweight, clean- 
burning, durable. 


700 COLEMAN 
PICNIC COOLERS 
Well-insulated, 
lightweight. 








There are only a few days left to take advan- 
tage of your opportunities to win these 
valuable prizes! Have you done everything 
you can? 

Are you qualified with each of your 
dealers? If not, you have until May 31 to 
make that qualification sale of nine boxes of 
Champion Spark Plugs or a Champion 
Plug-Scope. 

Are your dealers getting all their customers 
entered in this great contest? If not, you 
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have until May 31 to urge them to sign up 
every customer with that sales-building 
spark plug check. (Don’t forget to remind 
dealers that they can use the Helpful Hints 
on Pages 10 & 11 of their Plans Book to 
help motorists with the required statement.) 

Remember, between now and May 31 you 
still have a great opportunity to win 
prizes—and a tremendous opportunity for 
added sales of Champion Spark Plugs and 
other parts! 
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NEVER BEFORE 
A UNIFORM 
LIKE THIS!” 


‘‘It stays neater, lasts longer, is easier to 
care for than any other uniform I’ve ever 
owned!” That’s what Gus Spinella, Scars- 
dale service-station attendant, saysabout 
his uniform of 65% “‘ Dacron’’* polyester 
fiber and 35% rayon. 
“In a special test I wore this uniform for 
1,095 days. It’s been washed once a week 
(312 times at the station), dry-cleaned ev- 
ery six months and still looks great. J once 
had a cotton uniform like it, but it wore 
out after 45 days because of battery acids. 
* That’s why I say uniforms made with 
“Dacron” are the ones for me—they 
actually save me money on replacement 
costs. Besides that, they stay neat, wear- 
ing after wearing, hold a crease even in 
damp weather.” Ask your supplier about 
uniforms made with “Dacron” today. 


*Du Pont’s registered trademark. Du Pont makes 
fibers, not the fabric or uniform shown. 


DACRON 


POLYESTER FIBER 


QUPOND 


RE6.u 5. paT.OFf 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


UNITOG . tailors uniform shown of 65% “Dacron” polyester fiber and 35% rayon 
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Launching a new era in dock fueling 


THE GILBARCO MARINA 


With the new Gilbarco Marina you just 


Dial-A-Mix—20 to 1 or 24 to 1 mixes 
for outboards, or straight gasoline for 
inboards. 

No more oil measuring. No more 
hand mixing. This pump mixes gasoline 
and oil for you with “eye-dropper” 
accuracy | 

By eliminating all need for canned 
oil handling when filling outboard 
tanks, the Marina increases the speed 
of fueling. Mixing is complete, and 


completely accurate, to promote top 
engine performance. Gasoline and oil 
purchases are recorded separately 
for tax purposes. Measure and money 
value for both are shown right on the 
pump dial. 

In addition to being the one ideal 
pump for dockside service, service 
stations on shore can also do a big 
business with the Marina during the 
boating season, then use it for straight 
gasoline the rest of the year. Write for 








full details on this new profit-maker 
from Gilbarco. Gilbert & Barker Mfg. 
Company, West Springfield, Massachu- 
setts; Toronto, Canada. 
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MEET THE REAL WINNERS— 
in the 1961 Mobilgas Economy Run! 


This year the Mobilgas Economy Run and Mobil’s exciting 


$100,000 Sweepstakes will swing new business and prize money right 
into the Mobil Dealer’s station. FOR MORE INFORMATION MAIL TO 
Consumers may enter as often as they wish. Each entry means an- 


other visit toa Mobil Dealer—another opportunity for added business! Mobil Oil Company, Room 2062 
In addition to increased business, Mobil Dealers and their em- A Division of Socony Mobil Oil Co., Inc. 
ployees will share $25,000 in cash prizes. 150 East 42nd Street, New York 17, N.Y. 
It’s easy to see why, with millions of dollars invested in adver- Please contact me so that we might discuss the 
tising and promoting this event, the Mobil Dealer will be the big possibility of my handling Mobil products. 
winner in the 1961 Mobilgas Economy Run. Have you ever con- 
sidered handling Mobil products? 





Address 
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Merchandising Merry-Go-Round 


Metropolitan Chicago has turned into a gasoline-marketing circus. 


It's a crazy, mixed-up market where it’s tough to come out ahead 


A‘ SERVICE STATIONS in metropolitan Chicago 
you can get groceries, home furnishings, and 
shirts laundered, and you get free such things as 
newspapers, coffee, car repairs, transistor radios, 
gasoline, and even money. That’s the way gasoline 
is merchandised at many of the 5,500 service sta- 
tions in the area. 


Prices are cut-rate, too. Normal was about 33.9¢ 
gal. (including taxes) for regular grade, but now 
the going price is down to 29.9¢ and 27.9¢ for 
major-brand product—even lower at private-brand 
outlets. 


Giveaways and gimmicks are the rule. They used 
to be the hallmarks of private-branders, but now 
many majors are in the act. And with nearly 
everybody on the merchandising merry-go-round, 
individual dealers are coming up with tricky little 
numbers of their own. 


An estimated one-fifth of outlets give trading 
stamps. Something like one-half of the stations 


offer some sort of special attraction in hopes of 
keeping up with or outdoing somebody else. 


What Majors Offer 


Here’s a rundown on what some major-brand 
dealers are offering in the area: 

e Free hams if your license number is drawn 
(Viking outlet). 

e@ Free brake adjustment (Shell station) if you 
buy a lube job, motor-oil change, and a new filter 
as a package. Also four free jigger glasses, four 
free glass ashtrays, or a free silver dollar when 
you buy 100 gal.; four free old-fashion glass:s when 
you buy 200 gal.; or eight tumblers or four beer 
glasses when you buy 300 gal. 

e A king-size bottle of beverage with 8 gal. or 
more, plus stamps (Sinclair). 

e A free pound of coffee with 8 gal. or more 
(Mobil). 

e@ Free gasoline (Welco outlet) if the pumps 


NATIONAL PETROLEUM NEWS °* May, 1961 





This car-wash outlet goes three better, offering trading stamps, cut-rate gasoline prices, and shirt laundering for 19¢ 


Martin Oil Co. has grocery leaders, plus stamps or discount 


shut off at $3.33, $4.44, $5.55, or $6.66 on fillup. 

e A free picnic basket awarded on a weekly 
raffle (Phillips). 

e@ Free water glasses (Sinclair) with every 10 
gal. or more. This is in addition to free gasoline if 
you guess within 1/10 gal. where the pump stops, 
or 50¢ off if you are within 1 gal. of where the 
pump stops. 

e@ Free Sunday papers (Shell) with 8 gal. or 
more. Gasoline is 27.9¢ gal. 

e A 98¢ car wash (Mobil) with 8 gal. or more 
Monday through Thursday; Friday and weekend 
or holiday jobs cost 25¢ more. Gasoline here is 
posted at 27.9¢ without stamps. Curb sign reads, 
“Save money instead of stamps.” 

e A 69¢ car wash (Phillips) station with 8 or 
more gal., plus a free transistor radio if the pump 
stops at $4.66 or $5.66. Gasoline is 27.9¢. 


e@ A personalized car key for 29¢ (Shell) with 
8 or more gal. 
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Private-brand outlet pushes daily special on pump 


e@ Nylon stockings at 49¢ a pair (Cities Service) 
outlet with 8 or more gal., plus dinnerware at 99¢ 
($1.99 value) with the same purchase, or a $7.95 
rear-view mirror for $2 with 10 or more gal. 

@ Free quart of oil (Phillips) with every oil 
change. 

e@ Cigarettes at 10¢ a pack (Cities Service) 
with 8 or more gal. 

e@ Stamps and free coupons for free Coke in 
bottles with every $2 purchase (Shell). 


What Private-Branders Offer 

Here’s what some private-branders offer: 

@ Gasoline at 25.9¢ to 27.9¢ depending on lo- 
cation (Martin outlets). Fifty stamps are given with 
each $1 purchase—that’s five times the rate of 
other stamps. A 2¢-gal. discount is optional instead 
of stamps. 

Other offers at Martin outlets: (1) a free can 
of Campbell soup with 8 gal., (2) a free box of 





PLUS 12" DEPOSIT 
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1 LIEU OF STAMPS, DISC OR 


yore PURCHASE 


GREE 


\F YOU GUESS | 
WITHIN jo" GAL 


WHERE THE AUTO 


MATIC NOZZLE 


You can get just about anything free at some station or other in Chicago. A rarity is the dealer who offers ‘no gifts’ 


(Begins on page 94) 


Tide or Kleenex with every $1.20 purchase, (3) 
a free Sunday newspaper plus stamps or discount 
for 8 or more gal., (4) a free six-bottle pack of 
cola with every $3.70 purchase, (5) cigarettes at 
21.9¢ per pack, (6) $1 free if attendants fail to 
offer stamps or discount, (7) eggs at 51¢ doz. 
and milk at 47¢ a half gal. at some outlets. 

@ Free Sunday papers at Bulko stations (25.9¢) 
with 10 or more gal. 

@ Free coupons, 1 per gal., at Oklahoma out- 
lets, plus a stuffed toy tiger for $1.59 with 7 gal. 
or more. The tiger ties into a sales pitch: “Fast 
starts with a tiger in your tank.” Coupons can be 
exchanged for any of 792 items in a gift catalog, 
ranging from a low of 130 for a shaving kit to a 
high of 7,800 for a 35-mm camera. 

e@ Free coupons, 2 per gal., for gifts at Re- 
finer’s Pride outlets, plus free daily and Sunday 
papers with 7 gal. or more, and a wide variety of 
food: eggs, milk, bacon, butter, half cream and 
half milk, topping, cigarettes, coffee, bread, cookies, 
chocolate milk, and Jello, at prices competitive 
with local groceries. Coupons can be exchanged 
for gifts, or gifts can be bought for cash or for 
cash and coupons. 

Each Refiner’s Pride outlet has a woman clerk 
handling and packing foodstuffs. Each station has 
a large refrigerated display case for perishable 
food, plus a display of gifts. Billboards on the 
station property and signs on pumps talk up food 
items, not gasoline. 


96 


Car-wash establishments with gasoline pumps 
are important in the Chicago picture, too. Prices 
vary a little from place to place, but in general 
they run like this: free wash with 15 gal., 29¢ wash 
with 12 gal., 49¢ wash with 10 gal., 69¢ wash with 
8 gal. A few go as low as 6 gal. and $1.29. A 
straight wash job at these places runs $1.75 any 
time. Some hike prices week-ends and evenings. 

A few, like Goldblatt’s Auto World outlets, will 
give you a choice of S&H trading stamps or a cut- 
price car wash, going down as low as 25¢ with 
any fillup order (as little as 1 gal.) Thursdays and 
Fridays from 6 p.m. to 8 p.m. 

At Auto World outlets, too, you can get shirts 
laundered for 19¢ each. Goldblatt leases part of 


Here you get free hams if your license number is drawn 
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his station property to dry cleaners. Another Gold- 
blatt offer is a car polish job in $5 minutes for $1 
with any paid car wash. An upholstery-cleaning 
service is also offered. 


What Some Dealers Say 

Because of the bewildering assortment of free 
offers, stamps, discounts, and changing prices, 
many dealers have no idea what their offers cost 
them per gal. 

Some don’t even bother to take down signs when 
an offer ends. This was true at a station offering 
free gasoline if you guessed within 1/10th gal. 
where the pump stops. “The covering sign blew off 
the other day,” the dealer said, “and our supplier 
hasn’t shipped another one out.” 

The offer was killed because it didn’t draw many 
new customers. “About 5% of the customers got 
free gasoline,” the dealer reports. 

Free glasses with every 8 gal. or more was a 
better deal than free gasoline he says. “We are 
going to pick that up again because the last time 
we used it our business picked up 40%. And we 
held most of them.” The previous tenant at the 
station handed out glasses for 18 months before 
he moved out. 

The dealer whose station sign offers free picnic 
baskets on a drawing basis says he’s no longer giv- 
ing them out. “They cost me about $5.50 apiece, 
but the people around here didn’t seem to be in- 
terested enough in the idea to look in the window ; 
to see whose number was posted,” he says. Al- This outlet throws in rock salt and low-priced fuel oil 
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Refiner’s Pride stations plug groceries on the outside . . . 


(Begins on page 94) 
though he had the offer for about four months, 
he gave away two baskets. 

A partner operating a station that offers free 
silver dollars and free glasses with 100 or more 
gal. said he added free brake adjustment with the 
lube package because the other offer “wasn’t bring- 
ing them in fast enough.” The free-brake deal 
isn’t bringing them in any faster, either, he says, 
although he’s only been making the offer for three 
weeks. 

A dealer offering free Sunday papers with 8 
or more gal. of gasoline (at 27.9¢) is doing it to 
compete with a Bulko station offering free Sunday 
papers for 10 gal. or more (at 25.9¢). “I’ve 
ordered between 35 and 40 papers each week and 
have given away about 10 each week,” he says. 
“It’s not setting any records. If Bulko stopped do- 
ing it, so would I.” The dealer was unable to say 
whether he could or could not get credit for the 
papers left over. 


How Retail Margin Suffers 
The Chicago situation disgusts Victor Postillion, 


‘BEAL JTIFUL GIFTS 


. food and premium displays with TBA on the inside 


executive director of the Gasoline Retailers Assn. 
of Metropolitan Chicago. “It’s a giveaway every 
day of the week and every week of the year,” he 
says. 

He says this has helped raise dealer turnover 
to what he estimates is 50% in the area. 

With posted prices down to 29.9¢ gal., and 
dealer tank-wagon at 23.5¢, dealer margin is 6.4¢. 
Here’s where Postillion figures the retail margin 
goes: 

Sales tax 1¢, rent 1.5¢, labor 2.25¢, lights 0.75¢. 
That totals 5.5¢. Figure in the dealer’s salary, heat, 
licenses, coveralls, rags, fender covers, donations 
to charity and political clubs, equipment, employe 
training, and evaporation and credit-card losses, 
and your margin is gone and then some. Anything 
you spend on premiums or gimmicks is out of your 
own pocket. 


Postillion says he’s tried to educate his associa- 
tion’s 2,500 dealer members on the pitfalls of 
giveaways and gimmick merchandising but with 
no success. He believes dealers are the goats in a 
suppliers’ race for volume. % 
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QUALITY. . } 


THE BEST ECONOMY OF ALL 


But we do say that when you 
pick up a Sunoco Heating Oil 
distributorship .. . 

You won’t face another Sunoco 
distributor ‘across the street’. 
You'll have your own territory to 
develop and profit from. 

You'll get day-to-day support 
from Sun and the back-up of a 
liberal co-op advertising plan. 
You’ll be handling a competitively 
priced, quality-blended product 
that Sun is always striving to 
make better. 

You can get product when you 
need it, from strategically placed 


after a week... 


terminals backed up by Sun’s re- 
fineries and pipe line network. 


You’ll have no trouble with an 
unknown brand name. Sunoco’s 
already a household word that 
means quality . . . to millions of 
people in Sun’s marketing area. 
Want to dig into the Sunoco 
franchise deal? Write to A. L. 
Anderson, Fuel Oil Department, 
Sun Oil Company, Philadelphia 3, 
Pa. He’ll treat your letter confi- 
dentially and mark his reply 
“personal’”’. In Canada: Write to 
C. B. Pitt, Sun Oil Company 
Limited, 85 Bloor St. E., Toronto. 


PIONEERING PETROLEUM PROGRESS FOR 75 YEARS 
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THeRe's a 
BeTreR Way 
Te Blenp 


ASPHALTS! 


Breeding potential fire hazards? 
Suffering high evaporation losses? 
Reblending to produce desired end 
product? Material and time losses 
reducing your profits? B-I-F continu- 
ous, automatic in-line blenders elim- 
inate these problems. Improve tank 
utilization . . . and in a single pass, 
produce stable end products of pre- 
determined viscosity direct to truck 
transport right at your loading dock. 
B-I-F Asphalt Blending installations 
are accepted by most state inspection 
authorities. 


Free Facts 


If you want to clean up your opera- 
tion, increase efficiency, assure eco- 
nomical operation using a single 
operator who can 
reproduce any de- 
sired blend by sim- 
ply adjusting one 
master ratio con- 
trol, write for 
details. Free facts 
sent upon request. 


BUILDERS-PROVIDENCE * PROPORTIONEERS * OMEGA 
555 HARRIS AVENUE, PROVIDENCE 1, RHODE ISLAND 
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Merchandising 





Lion Oil’s new trademark 
_————— (left) resembles the old 
(above), but it’s been re- 
designed from ground up 


How Lion Changed Trademark 


AN EMBOSSED leaping lion is the 
key feature of Lion Oil Co.’s new 
trademark and signs, going up at 2,200 
branded outlets in nine states. The 
revamped design is part of Lion’s 
campaign to upgrade its identification. 

John M. Sheehan, Lion’s marketing 
director, reports the new trademark 
will be used for uniform emblems, 
caps, labels, and all items marketed 
by Lion stations. 

Lion’s old sign had a red back- 
ground, a crouched lion on a mound 
in black, with “LION” in white on a 
black base. The new one has a white 
embossed leaping lion on a red back- 
ground, and the Lion name embossed 
in black on a white background (see 
pictures). The round shape was re- 
tained. 

The redesign job was done for 
Lion, division of Monsanto Chemical, 
by Neon Products Inc., Lima, Ohio. 
Here’s how the new look evolved: 

The shape was considered okay, 
especially since the customer was used 


to seeing it at Lion Stations. It was 
“neat and trim.” 

NPI experts agreed that the old 
Lion sign colors were “excellent,” but 
because of their “graphic placement, 
they were low in contrast and lumin- 
osity.” Customers identified Lion by 
the colors, too. 

The old Lion sign had two large 
areas of red and black butted to each 
other and only a relatively small 
white area. Black and red together 
don’t offer much contrast, and the 
over-all look was drab and compli- 
cated, NPI felt. 

“We decided to try black against 
white, which is 100% contrast, and 
white against red, which is roughly 
80% contrast,” says Charles Trame, 
NPI’s visual-art director. 

NPI found that “Lion” had a tend- 
ency to read “UON” from a distance 
because the serif on the “L” fused 
with the letter “I”. The serifs were 
dropped, and the letters were spaced 
out more. 





Merchandising Memos .... 





& Vickers Petroleum tells its deal- 
ers to paste a sticker inside the 
hinged cover of the gasoline tank. 
It has space for the customer’s 
name, address, phone number, lube 
data. The idea is that it’s visible 
to the dealer more often and read- 
ily than the conventional door- 
jamb sticker. 





& Chevron direct-mail pieces bid- 
ding for new credit-card customers 
now enclose a coupon for 100 S&H 
Green Stamps. The coupon is 
marked with the address of the 
Chevron dealer nearest the prospec- 
tive customer’s home. The coupon 
is redeemable there with a $3 pur- 
chase. 








NATIONAL PETROLEUM NEWS * May, 1961 





LOOK AT THE 


ANTAGES 


you get with 


West Bend. 


PREMIUMS 


@ WEST BEND is nationally recognized for product 
excellence, craftsmanship and outstanding value! 


@ WEST BEND gives you a wide selection of 
over 400 prized houseware premiums. 

Imaginative giftware, pantryware, cookware, 
automatic appliances, coffee makers and unique 
specialties — quality crafted in aluminum, stainless 
steel, copper and ceramics. Priced to meet your 
requirements for all sales and incentive plans. 


@ WEST BEND has automotive know-how from 
experience in handling premiums for many outstanding 
automotive and accessory manufacturers. 


@ WEST BEND has designing and manufacturing 
facilities to produce a premium that is exclusively yours. 


@ WEST BEND has been merchandising premiums 
successfully for over 50 years — and offers 

you complete service — everything from inventory 

to packaging and mailing. 


SS ee 


Mail this coupon today ! 


THE WEST BEND COMPANY 
PREMIUM DEPT. 335 
WEST BEND, WISCONSIN 


WEST BEND (] Please send me FREE “Profitable Premium 


Promotions” Booklet 


(0 Have your representative call 


S@ THE WEST BEND COMPANY 


(formerly West Bend Aluminum Compony) 
ANNIVERSARY WEST BEND, WISCONSIN NAME 


ADDRESS 
city TON... SI cd 
FIRM 
SS A OS A 
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Derby’s Ike Moore: ‘It was a challenge’ 





Stations 


How Derby Refining Co. 


President Ike Moore is pumping life into Derby 


with five new prefab service stations each month 


Ww DOES the vice president of a 
major oil company resign to 
take on the presidency of an inde- 
pendent that has, in his own words, 
“been dormant for a number of 
years?” 

“It was a challenge to pump new 
life into an old organization and at- 
tempt to make an aggressive com- 
pany out of it,” is the way H. D. 
“Ike” Moore explains his leaving Sin- 
clair for Derby Refining Co. 

To Moore, “pumping life” into his 
company currently means expanding 
operations in Derby’s eight-state Mid- 


west marketing area at a rate of five 
new stations a month. When he took 
control a few months ago, he told his 
sales force: 

“We have a big job of filling holes 
in our present market area and up- 
grading the image of our company. 
Derby brand gasoline is sold from 
600 services stations . . . , but there 
are many places in our market area 
where distribution is too sparse. We 
are starting a crash program that will 
fill these blanks as quickly as possible 
with modern, functional, attractive 
service stations.” 


The objective of Derby’s new factory-built prefab is maximum gallonage, maximum space, maximum eye appeal at minimum cost 


Key to Derby’s Campaign: A Low-Cost Prefab 


THE STATION, painted in the Derby 
color scheme of red, white and blue, 
has a pitched roof with wide over- 
hang. Construction is of 19-gauge 
steel on 4-in. steel frames. 

A novel innovation is the wide ex- 
panse of tinted glass that encloses a 
shallow display room on three sides. 
Customers must go through the dis- 
play room to reach the modern rest 
rooms at the rear. 

Double-wing Y-shaped lights pro- 
vide combination area and island 
lighting. There are no lube bays, but 
the stations are designed so these can 
be added if needed. 


102 


“Roughly speaking . . . installation 
costs are cut in half,” Moore says. 

“We can have a station in opera- 
tion within three weeks after the 
real-estate transaction is finalized.” 

Once the land is obtained, contrac- 
tors clear and grade the site, then 
pour the building foundation, the is- 
lands, and the drives. The completed 
station is brought to the location on a 
low-bed trailer and comes completely 
equipped with rest-room fixtures, 
shelves, a desk, and even racks for 
mops and brooms. 

Moore says the stations arrive with 
“everything needed to go into busi- 


ness except an operator.” Derby has 
started an intensive training program 
for potential dealers. 

In another effort to drum up more 
trade, Derby has modernized its cred- 
it-card department with the installa- 
tion of IBM accounting and billing 
equipment. This, together with what 
Moore calls a “new look” in advertis- 
ing, is expected to add 20,000 credit 
cards to the 45,000 Derby has al- 
ready issued. 

Looking ahead, Moore plans an 
ambitious jobber-modernization pro- 
gram that will remain under wraps 
until late summer. fe 


NATIONAL PETROLEUM NEWS * May, 1961 





Is Expanding 


His stated objective: maximum gal- 
lonage, maximum space and makxi- 
mum eye appeal at a minimum cost. 

Moore found just the type of station 
he had in mind during a trip to 
Europe. He drew up his own speci- 
fications when he returned and the 
result is a prefabricated building of 
painted steel and tinted glass. 

These stations are now being in- 
stalled at a rate of one every five 
days—or as fast as the Valentine 
Manufacturing Co. can turn them out 
and the Derby task force can find 
new locations. Already 33 prefabs are 
open for business, and the five-a- 
month schedule will be maintained 
throughout 1961. 


Building is steel, windows are tinted 


— 
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progressive fuel-oil industry. — 
Positive ppt porn oes principe, = from 


pulsation toceeromen yar Div 

smooth non-pulsating flow, ot p00 a 
eliminates friction, minimizes wear, saves 
maintenance costs. Self purging meter chamber and 
dual-centered 5 blade action, perfectly balanced 

on a center shaft, assures em accuracy, 

trouble free performance. 

Sizes: 114” to 4” for flows of 40 GPM to 500 GPM. 


GRANCO TRUCK PUMPS 

Rotary Type, Positive Displacement 

Here is the outstanding line that provides /ow 

initial cost, low operating cost, and low maintenance 
with high volumetric pe Bed that enables a 
smaller Granco pump to do the job of a much 

larger ordinary one. 

Get all the facts on Granco Truck Meters and Pumps 


— write to 





BIG Dollars. 
_ Supporting the Bi G GA LLON 
mean BIG Pr OFits for every 


Cities Service Jobber and Dealer! 
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IT’S HERE! 


Cities Service has introduced an exciting new name in motoring .. . a 
premium gasolene called the BIG GALLON. The many performance 
boosters in the BIG GALLON provide all-weather starting, 

prevent power loss, guard against stalling, protect against corrosion, 
cut friction and wear, promote smooth operation at all times. 


A multi-million dollar advertising campaign promoting 

the BIG GALLON is under way... and it is being directed 
toward every person in every Cities Service area. On radio 
and television, on billboards, and in such leading 
magazines as Sports Illustrated and The Saturday 
Evening Post, the BIG GALLON is hitting each market 

with unprecedented sales impact! 


Attention Jobbers and Dealers: 


DON' Take advantage of the BIG GALLON ina BIG way... 
act at once! Get complete details by calling your 


W, f. IT J nearest Cities Service office or write: Cities Service 
Oil Company, 60 Wall Street, New York 5, N. Y. 
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Automotive 


DETROIT | 
NEWSLETTER WJ) 


By DONALD MacDONALD 


Chrysler reports gas- 
turbine breakthrough 


. Stock-car racing 


FOR ABOUT $35,000 a researcher 
with a bonafide purpose can buy one 
of Chrysler’s newest gas turbines. 
Deliveries will begin next April. Each 
engine is hand-made. 

The new engine weighs half as 
much as a conventional reciprocating 
unit of 140 hp. Its developers claim 
equal acceleration, and the unusual 
feature of engine-braking—achieved 
through a variable-nozzle system— 
somewhat akin to the reverse pitch 
used on aircraft propellers. 

Chrysler’s turbine specialist and 
executive engineer, George J. Huebner 
Jr., says the variable-nozzle system 
has licked three problems: 





RADIATOR 
SPECIALTY CO. 
CHARLOTTE, N. C. 


ad nos’ fF 


e The high fuel consumption of 
gas turbines at low speeds and with 
part loads. 

e Lack of engine-braking charac- 
teristic. 

e The time lag between pressure 
on the accelerator and _ full-power 
response of the engine. 

Huebner’s engineering group at 
Chrysler was the first to make the 
vital breakthrough that led to a light- 
weight, rotating regenerator. Without 
this a turbine-powered car would 
either have to ignore fuel consumption 
or carry a trailer-load of heat-ex- 
change tubing. 

The latest innovation involves posi- 
tionable vanes (23 in all) to direct 
the 1,700-deg-F. fuel-air mixture at 
the turbine wheel blades with maxi- 
mum effectiveness at all speeds. An 
automatic mechanism controls the 
operation. 

The new engine can be enclosed in 
a space as small as 27x27x25 in. 
Chrysler is currently testing the proto- 
type units in a custom-styled sports 
car, a Plymouth passenger car, and 
a 2'%2-ton Dodge truck. According to 
Chrysler, performance is comparable 
to that provided by a 200-hp piston 


MOTOR-MEDIC NO. 1—Stops oil burning when added 
to motor oil. Reduces friction and wear by provid- 
ing lasting oil film strength. 


MOTOR-MEDIC NO. 2—Is the new scientific blend 
of solvents, lubricants and inhibitors for effective 
treatment of sluggish engines. 


Add to gasoline. 











HAVE TOMORROW'S 


STATION TODAY WITH 


“GASILE’”’ 


STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767.626) 
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engine. Total weight of the engine and 
accessories is less than 450 Ib. 

The Chrysler turbine will operate 
satisfactorily on such fuels as un- 
leaded gasoline, JP-4, kerosine, diesel 
fuel, and in general on any liquid 
hydrocarbons or blends in the distilla- 
tion range between 85 deg. F. mini- 
mum boiling point and 90% evapora- 
tion at 600 deg F. 


® Daytona Beach recently harbored as 
many familiar faces as could be found 
outside Detroit's GM _ building any 
workday night shortly after five. The 
occasion was the National Assn. for 
Stock Car Auto Racing’s (NASCAR) 
annual month-long accolade to speed 
and performance. 

Theoretically, Daytona Beach and 
other capitals of speed are off limits 
to Detroit auto-company personnel 
ever since June 1957 when the Auto- 
mobile Manufacturers Assn. passed 
a resolution condemning participation 
in and/or mention of performance. 
The resolution, voted for by auto pres- 
idents who make up the board of the 
AMA, never had the genuine support 
of division heads in charge of sales. 

The automakers’ withdrawal never 
influenced Pure Oil Co., which ex- 
clusively supplies NASCAR with all 
of its gasoline requirements in return 
for liberal mention on the radio and 
TV commentaries that are part of 
every major race, plus stickers on 
participating race cars. This amounts 
to over 200,000 gal. annually, doled 
out in special 11-gal. cans, not to 
mention even more substantial inci- 
dental expenses. 

Champion once had a racing mo- 
nopoly on spark plugs, as did Firestone 
on tires. But in recent years Good- 
year moved in and has posted a num- 
ber of winners on its brand of rubber. 
Just within the last year, Autolite 
budgeted a staggering $1.7-million 
to break into racing. This figure does 
not include $2.25-million for its 
share of a TV show, “The Racers.” 

Autolite’s sales vice president E. R. 
Stroh says, “Car racing and the world 
of automotive profits are synon- 
ymous. . . . Ours is a product associ- 
ated with performance. .. , and the 
man in the stands watching a stock 
car race puts himself behind the 
wheel. If Autolite spark plugs 
can fire his car to mental victory, they 
are good enough for the car he owns. 

Autolite is betting on racing to 
pull itself from third to first in the 
replacement spark-plug business. The 
current percentages are: Champion, 
45%; AC, 31%; and Autolite, 12%. 
Autolite’s spark-plug gross is roughly 
$22-million. 
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SCOVILL 


HAS THEM ) 1] 


permanent or reattachable 


Seovill now makes the industry’s 
most complete line of couplings for 
fuel oil and gas pump hose... in 
both reattachable and permanently 
attached types ... in a wide range 
of sizes... to both commercial and 
military specifications. As always, 


— — Scovill provides the fastest delivery 


aiid and the best service with warehouses 


GAS PUMP COUPLINGS FROM %” to 1” 


tne 


across the country and the largest 
sales force in the industry. For com- 
plete details, write: Scovill Manu- 
SPRING’ GUAREE MEME: IL fis facturing Company, Industrial Cou- 
GAS PUMP HOSE plings, Waterbury 20, Connecticut. 


Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. San Fran- 
cisco, Calif.: 434 Brannan Street. Jacksonville, Fla.: 
P.O. Box 8366. Houston, Texas: 2323 University 
Boulevard. Toronto, Canada: 334 King Street, East. 


COMPLETE EQUIPMENT FOR ATTACHING Hose Couplings by 


BY MACHINE OR HAND IS AVAILABLE. 


SCOVILL 
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Self-compensating spring 
tension provides com- 
plete balance at any posi- 
tion, regardiess of posi- 
tion of outer leg. Tension 


Ni EW is adjustable if required. 
SAE SC RT, 

Steel arm is built to take 

A constant use and hand- 

ling. Top quality compo- 


nents and fabrication 


mean years of trouble- 
Sm a R free service. 


; Compression spring as- 

BA L sembly is fully contained 
in strong steel housing. 

Disassembly for inspec- 


tion and servicing is 
readily accomplished. 


Compact design. No dan- 
gerous protruding brack- 
ets or counterweights. 
Catwalk behind arm is 
free of obstructions. 


Full pre-set stop adjust- 
ment at any angle in ver- 
tical plane. 


OE NB Bi HA ay ue PS 


VVVNRVRERERUENT RE TERT TT Dies 
Shes 
’ } 


eo PR 


wl 





FEATURING THE 
REMARKABLE 
TOTALLY ENCLOSED 
COMPRESSION 


SPRING DESIGN WANT TO CONVERT 


EXISTING EQUIPMENT? 





Chiksan Base Arm Sections permit 
The Chiksan Spring Balanced arm can operators to change existing facilities 
be readily installed in any existing ter- { J with minimum effort. Base Arm Sec 
minal. Also, the arm can be modified in tions are available in standard 
the field when more length or equip- j . sizes of 2”, 3” and 4”. Riser X 
ment is added to it, by the addition of joint supplied with flanged 
more springs. (fo) an Gala sy-1el=te mere anar-xe 


tions as desired 
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A COMPLETE SERIES FOR 
ee EVERY FLUID HANDLING 
Standard Sizes: 2”, 3”, 4”. A TYPE AND TERMINAL 


simple economical arm for truck 
loading. Arm is equipped with 
Chiksan steel LFS or LPS swivel FOR PETROLEUM SERVICE OF 


joints at the riser and connecting 
swivel joint. A Chiksan alumi- TRUCKS AND TANK CARS 


num DP joint is standard at the Here is a series of loading arms that is built to 
drop pipe. Folded Arms are offered E 1 j 

in lengths up to 14 feet. deliver solid performance right around the calendar. 
J Outstanding new compression spring design offers 
finger-weight flexibility, yet the arm stays put when 
released—doesn’t creep or sag. Springs are housed 
in a sturdy weatherproof steel case. And balance 
adjustment if desired is readily accomplished with a 
hand wrench. The swivel joints available on the arm 
have the dependability that has been associated with 
the name Chiksan for over 30 years. Get the full 
SLIDING SLEEVE MODEL facts now. Write Chiksan for Bulletin 1-61 which 


Standard Sizes: 2”, 3”, 4”. This illustrates the line in full detail. 
Chiksan model is equipped with 

a bronze and aluminum sliding 

sleeve. When fully extended, 

sleeve gives an additional 48- 

inches of length to the arm. Com- 

pression spring design insures 

perfect arm balance with sleeve 

2/3. extended in any position. 











BOTTOM LOADER MODEL 


Standard Size: 2”, 3”, 4”. This spring balanced arm 
permits quick connections to truck or tank car with- 
out having to spot vehicle in exact location. Arm is 
available in lengths ranging up to 13-feet. With 
bottom loading techniques becoming more favorable 
due to elimination of turbulence and vapor problems, 
this arm merits serious consideration. 


HANDLING CHEMICALS? 


For loading or unload- 
ing chemicals, Chiksan 
pp a standard — 
of arms equi wi 

LONG REACH MODEL its DS series swivel 
Standard Sizes: 3”, 4”. Designed for terminals or joints. Available in a 
tank car facilities where a wide distance between Folded Arm model 
rack and tank is necessary. When constructed of — ee te ae 
light weight materials, this arm has an over-all aataia on ‘this sa ig 
working range up to approximately 22-feet. It can i 
be compactly folded when not in use. 














CHIKSAN COMPANY, 330 North Brea Bivd., Brea, California 
Please send me copy of Bulletin No. 1-61. 


FOR COMPLETE INFORMATION 
MAIL COUPON TODAY ‘Nome 








- 7 


tp Address 
f//] C City — State 
etn a A SUBSIDIARY OF FOOD MACHINERY AND CHEMICAL CORPORATION #61-61 


CHIKSAN COMPANY—General Offices: Brea, California + Well Equipment Mfg. Corp. Division (Weco Unions, Hamer Valves) * Chiksan International * Chiksan of Canada Ltd. 
Offices and Representatives in Principal Cities of the World 
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Dave DeTar’s Aero Oil, doing 55-million gal. a year in Pennsylvania 
and Maryland, switched to Phillips after 15 years with Atlantic. 
The decision wasn't easy—and neither was the changeover 


Bi gprs is in a mess.” That’s how 

Aero Oil Co. executives, from president 
Dave DeTar on down, described the situation in 
south central Pennsylvania and in the bordering 
Maryland area during the time of the great change- 
over. After 15 years with Atlantic, Aero was taking 
on a new supplier, Phillips Petroleum, a newcomer 
to the East (NPN—Apr. p106). 

The Aero switch brought Phillips across the 
Mason-Dixon line for the first time since its “march 
to Maine” began several years ago. 

As changeover day (April 1) dawned, you could- 
n’t tell in passing Aero’s stations whether they were 
adding Phillips to the Atlantic line or Atlantic to 
the Phillips line. Only a few stations were redone 
in Phillips colors; and at a few of these, Atlantic 
signs were still hanging. At others, Phillips signs 
were up, and Atlantic signs were still in evidence. 
Porcelain-enamel in Atlantic colors had been re- 
moved from some stations, and nothing had replaced 
it. Pumps were in Phillips colors but had no further 
identification; some pumps were still in Atlantic 
colors, but product identification was gone. 


But if you stopped at Aero’s stations, it was a 


different story. Phillips “new neighbor” banners 
were up, dealers wore Phillips uniforms, displayed 
Phillips motor oil, accepted Phillips credit cards, 
handed out Phillips maps, and used Phillips grease 
charts in the lube bays. 

If you asked whose gasoline you were getting, 
dealers replied, “We really don’t know, but we are 
handling other Phillips products starting today. To 
acquaint you with some of them, accept these gift 
cans of Phillips household oil and lighter fluid.” In 
most cases it was Atlantic gasoline. On April 1 the 
state tax on fuels went up 2¢ gal., and dealers 
wanted their tanks filled prior to the tax change. 

Every jobber switchover is a lot of work. Aero’s 
is just that much more because of its size. 


How Big Aero Is 

Aero’s territory (see map) is roughly 4,520 sq. 
mi. Here’s what the jobber serves: 

@ Its own 153 retail outlets in Pennsylvania, 
of which 75 are stations. 


e@ Its own 18 retail outlets in Maryland, of 
which 12 are stations. 
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How a Big Jobber Makes 





Management 








didn’t want too much Atlantic goods (motor oil, 
lubes, and other products on its shelves or in deal- 
ers’ stations after the cut-off date. It couldn’t be 
returned for credit. At the same time, Aero had 
to have enough on hand to keep the Atlantic- 
developed outlets fully supplied and to keep its 
own outlets from running out. 

e Building up Phillips inventory—Phillips 
goods came in freight-car lots from Kansas City, 
had to be picked up, warehoused, and then broken 
down for station delivery. In addition to motor oils, 
the list included credit-card sales slips, imprinters, 
lube tickets, door stickers, Phillips TBA. 

e Truck repainting—This included seven trans- 
ports (some of which had to be left in Atlantic 
colors until the last), 38 straight trucks (for farm 
commercial, and heating-oil accounts), and nine 
dray trucks. Repainting had to be worked into de- 
livery schedule (gasoline, part of peak heating-oil 
season, TBA, and motor oils). Seven paint shops 
are handling this project on a two-a-day basis, but 
only a few trucks were in Phillips colors on April 
1. Phillips is picking up the bill for this, but Aero 
will pay for repainting 29 burner-service trucks. 











FREDERICK 


(1) Aero’s exclusive territory with Atlantic 
GGG) «CDual-basis territory with Atlantic 
amuse Aero’s exclusive territory with Phillips 








the Big Jump 


e@ Its own 700-plus commercial and farm ac- 
counts. 


e@ Its own 7,600 heating-oil accounts. 


e Atlantic’s 50 retail outlets in Aero’s exclusive- 
county areas, of which 30 are stations. 


What Aero Had To Do 


Aero announced its supplier change 60 days in 
advance. That wasn’t much time for all that had to 
be done. Here’s an idea of some of its problems: 

Market protection—Aero knew it would lose 
business when Atlantic’s stations in Aero’s exclu- 
sive area pulled away. But it wanted to keep as 
much other gallonage as possible. Its eight-man 
sales crew called on dealer-lessees, dealer-owners, 
and commercial and farm accounts to explain the 
change and bid for continued business. 


But Aero’s men weren’t alone in the field. “Our 
accounts were deluged by almost every competitor 
in the area,” says Tom Washburn, Aero’s vice 
president and general manager. “They had bum 
luck.” 

e Financial aid to dealer-owners—While deal- 
ers owned their outlets, equipment in many cases 
belonged to Atlantic. If they stayed with Aero, 
equipment had to be bought from Atlantic. If nec- 
essary, Aero had to advance them money, then 
arrange for repayment or get title to the equipment. 


e@ Working down Atlantic inventory — Aero 
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This work hasn’t started yet. 

e Advertising—One set of ads was used prior 
to the switch, another after the switch. Aero’s pro- 
gram had to be meshed with Phillips. Media had 
to be selected, and frequency of media use worked 
out. Before the switch, Aero and Phillips ads had 
no direct tie, but they did tie in after April 1. 

At first Phillips used a let’s-introduce-ourselves 
approach, then switched to a meet-your-new 
neighbor pitch. Aero ads called attention to red- 
paint X’s on dealer windows with this copy: “No 
foolin’. April 1 will be the changeover date.” To 
keep people guessing, it didn’t explain the change- 
over any further. 

e Station repainting—Phillips paint engineers 
surveyed stations to indicate what would be painted. 
If dealers wanted extra work done, Aero would have 
to approve since it would pay for this part of the 
work. Phillips awarded work to seven paint con- 
tractors, who are using 50 men. Painting dates had 
to be worked out for each station, with some lee- 
way for rainy days, but the job couldn’t start too 
far ahead of April 1. Painting began March 15 and 
will probably go through part of June. 

e Erecting signs—Decisions had to be made as 
to which stations were to get what type of signs 
(interior-illuminated revolving signs, stationary signs 
of the same type, or metal signs). Sign rentals had 
to be discussed with dealers getting the more costly 
signs. Signs had to be ordered, shipped, picked up, 
and delivered to stations. Phillips had three crews 
working on this. Signs couldn’t be put up too far 
ahead of time. 

e Transportation and delivery—With Atlantic, 
Aero picked up product at Baltimore or at Atlan- 
tic’s Keystone Pipe Line terminal in Mechanics- 
burg, west of Harrisburg. With Phillips, Aero’s only 
product source at present is Baltimore. Aero says 





(Begins on page 110) 
transportation costs will go up and that it may buy 
or lease two more 6,000-gal. transports. 

e Briefing employes and dealers—Programs 
were set up for Aero’s 150-odd employes and for 
its dealers. Phillips reps talked about the company, 
its products, and showed films. Separate indoctrina- 
tion meetings were set up for Aero’s driver sales- 
men, and for dealers. 

e Issuing Phillips credit cards—A Phillips task 
force set up credit-checking operations in Aero’s 
office to process applications and issue cards. Aero 
used its credit-card file, screened its oil accounts, 
and dealers suggested other names. 

e Grand opening—Grand opening has been set 
for the first weekend in July. 

.Aero figures thats the best day because (1) all 
station work will be done, (2) it’s a holiday period, 
(3) it’s the start of vacations, and (4) it ties in nicely 
with a market that has historic links with the 
Civil War Centennial celebration. Phillips will have 
78 salesmen working at Aero stations during this 
period. This, in itself, creates problems of trans- 
portation, lodging, and feeding—at a time when the 
area will have many holiday visitors. Details of 
grand-opening ad program remain to be done. 

e@ Keeping dealers interested—Because of the 
time lag between changeover and grand opening, 
Aero wants to keep up dealer interest in the new 
brand. A six weeks sales-incentive program starts 
this month. Aero wants to boost last year’s gasoline 
sales at each station by about 5%. Those who meet 
quotas will win wrist watches. Wives of dealers who 
go over quota will also receive wrist watches. 


What Aero Sees Ahead 


Aero figures it lost 5.5-million gal. of gasoline 
and some motor-oil sales in the switch. That’s the 
volume of Atlantic-developed stations that are drop- 
ping out. “These were our most profitable gallons 
DeTar says, “but we don’t expect to live with that 
loss too long.” 

Of its 54.5-million gal. sales last year, 30-million 
was gasoline (17 million of it was retail sales, bal- 
ance was farm and commercial accounts); 15.5- 
million was No. 2 oil; 3.5 million was kerosine; 4 
million heavy oil; 285,000 gal. was motor oil; 
$500,000 was TBA; $385,000 was heating-equip- 
ment sales and service. 


Dave DeTar has plenty to do before grand opening July 1 


whee! ete ase 


Phillips signs go up at 121 outlets supplied by Aero Oil 


TBA sales to Atlantic-developed stations may 
decline, but Aero, keeping its Firestone TBA fran- 
chise, will make a strong bid to keep a good bit of 
this business. 


While losing 5.5-million gal., Aero is keeping all 
of its own stations (23 owned outright and leased 
to dealers, and 21 leased from third parties for re- 
lease to dealers) as well as 77 of 83 dealer-owned 
outlets. Six remain with Atlantic because they didn’t 
want to change brands. 


Aero picked up six dealers from Atlantic stations. 
Five are getting new Aero outlets and one joined 
Aero’s dealer-development staff. 


Aero plans to expand. Several sites have been 
bought; it is negotiating to buy out a jobber; may 
talk to more in the future; and it has more area in 
which to expand. Counties formerly limited are 
now wide open. And it has picked up the eastern 
half of Franklin County, Pa. New outlets will be 
in Aero’s design, with some Phillips station features. 


Aero hasn’t made any decision on handling Phil- 
lips private-brand gasoline, Paraland. In the area 
it has developed, private-brand isn’t a serious threat. 
But with the state fuel tax boosting prices, private 
brand could become more of a problem. 


Why the Switch Was Made 


Aero’s desire to remain an independent marketer 
was the basic reason behind the supplier change. 
But the decision was not made by DeTar; it was 
made by executives* directly under him whom he 


*Aero’s young executives are Ruelle Wolfe, 45, executive vice 
president and treasurer; Frank Higinbothan, 47, president of 
Blue Ridge Oil Co., Aero’s Maryland subsidiary; and Tom 
Washburn, 32, vice president and general manager. 
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Full-page ads hail Phillips’ arrival 


Stations sported Phillips colors before changeover, but signs were covered 


has been grooming to carry the load after he steps 
out as president. And it was approved by Aero’s 
11-man board. 

Atlantic, DeTar says, had expressed an interest 
in buying Aero when contract renewal time came 
up five years ago. It was decided then to let things 
stand as they were for five years, during which 
time each side would give serious consideration to 
its position. 

Last September DeTar notified Atlantic he was 
open to any suggestion. Atlantic came up with an 
offer to buy, operate Aero as a wholly owned sub- 
sidiary, keep DeTar as president for three years, 
and then move up his young executives. “When 
that offer was made,” DeTar says, “I decided to 
let the young crew make the decision. After it was 
outlined to them, they s2##4 silence for a long time. 
Then one after the other said if that was the plan, 
they would resign.” Secretly, it was the answer 
DeTar hoped they would give. Atlantic’s counter- 
offer, DeTar adds, was a five-year contract with a 
firm offer to buy. “But I didn’t build this business 
to sell out,” DeTar says. 

So the hunt for a new supplier started. There 
was no shortage of offers. 

The nod went to Phillips because, as DeTar says, 
“they came up with the best package for the long 
haul.” It was a 10-year deal, and it was from a sup- 
plier really interested in jobber marketing, DeTar 
adds. Margins didn’t play too strong a role in the 
selection. DeTar says Phillips first offered the same 
margin he had with Atlantic: 2.75¢ on housebrand, 
3.25¢ on premium. But he did get Phillips to move 
up to 3¢ on housebrand and 3.5¢ on premium. He 
could have haggled for more, but he didn’t because 
he was satisfied with the deal he was getting. “The 
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i ee es : Pet. 
Winning ‘Brand-Name’ dealer was anxious to get porcelain change finished 


best package does not necessarily mean the highest 
margin,” DeTar says. 


But before anything was signed, Washburn was 
sent on 10-day Midwest trip to talk to other Phil- 
lips jobbers. “Without exception,” he says, “I found 
they had nothing but praise for the company.” 

Aero didn’t hesitate because the Phillips brand 
was unknown to the area. The jobber figures brand 
is second in importance to dealer service. And its 
dealers know how to offer service. Dealers weren’t 
shaky about brand, either, because they had confi- 
dence in Aero. 

Besides, Aero doesn’t think Phillips is totally 
unknown. “People here invest in stocks and mutual 
funds, and they’ve heard about Phillips as an invest- 
ment opportunity.” 


Which Way Now for Phillips? 


Since signing Aero, Phillips has crossed the Dela- 
ware River into New Jersey. It signed (also effective 
April 1) L. S. Riggins Oil Co. in Vineland. Riggins 
was a Chevron jobber (one station), but the bulk of 
its 30-million gal. a year moved through 40 Garden 
State (private-brand) outlets. It has converted its 
Chevron outlet and seven Garden State stations to 
Phillips, and it’s building two others. 

Phillips’ future in Pennsylvania looks bright. In 
signing up Atlantic’s largest jobber in Atlantic’s 
home state, Phillips gained stature that it would not 
have gained if it had signed up smaller operations 
first. Phillips is going to make the most of it. Its 
reps will be talking to other jobbers this month at 
the spring convention of Pennsylvania Petroleum 
Assn. at Bedford Springs. a 


(For a story on DeTar, see page 163.) 





combination 
tool... 


a Purolator exclusive. It is both 
a hose-clamp pliers and a tube 
cutter. Three cutting wheels 
mean %% the swing for faster, 
easier operation. Makes work- 
ing in tight places a breeze. 


3-way rack—a real sales maker 


® Onthe wall. © As a counter display. 
© Or piggyback on R55—R59 racks 
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from Purolator 


Gasoline filter GF-61 Merchandising Pak 


° Rack 
e Tool 








Everything your dealers need to cash in on the 
high-volume ...high-profit gasoline filter market 


a ABC's of Gasoline Filters 
° Window streamer 
e 12 fast-moving filters 


DEALERS PAY ONLY *17* 








(Price includes $1.99 to cover cost of combination too! and 3-way rack) 


Get started now—here’'s how... 


. with the GF-61 Gasoline Filter 
Merchandising Pak. The Pak gives your 
dealers a filter to fit every car that drives 
into their station. Makes every customer 
a prospect. Installs in minutes ! 

Tell your dealers how a Purolator 
Gasoline Filter can stop car trouble be- 


The Standard Equipment Line 


fore it starts. How the Super-Micronic 
filter element removes rust, dirt, scale 
and sludge—down to | micron (39 mil- 
lionths of an inch). 

“Listen to the Man". . . that’s what 
we're telling motorists in the biggest 
radio campaign in filter history. So 


make your dealer the ‘‘man to listen to.” 
Get him to sell his customers the utmost 
in filter protection . . . a Purolator 
Gasoline Filter. Start cashing in on this 
high-profit opportunity now. Remind 
your dealers to order a GF-61 Mer- 
chandising Pak today. 


Available in most areas June Ist. 


PUROLATOR 


OIL, AIR & GASOLINE FILTERS 


.rolator” and “Super-micronic” Reg. U.S. Pat. Off. 


PUROLATOR PRODUCTS INC., RAHWAY, N. J.; TORONTO, ONTARIO, CANADA 
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PURE helps jobbers 


make 
more 
money 
from 





service 
Stations 








Clinics in service station management for volume and profit are being held 
right now throughout PURE’s marketing area. If you’d like more facts about 
how one of these clinics can help you as a Pure Oil jobber make more money 
from your service stations, call or write our District or Division Manager in 


your area, or Retail Marketing Department, The Pure Oil Company, 200 East 
Golf Road, Palatine, Illinois. 


PURE believes in jobbers...BE SURE WITH PURE 
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Tires—Batteries—Accessories 





New Way fo Distribute TBA 


FTER 34 Years of selling only gasoline and oil, 
Martin Oil Co. Inc., Midwest private-brander, 
is now marketing a TBA line headed by General 
tires and batteries. The TBA line is now distributed 
to 46 salary-operated outlets. Norman McRoy, re- 
tail sales manager, looks forward to expanding the 
program to 38 additional franchised Martin stations. 
To get ready for the new program, Martin Oil 
made two additions to its facilities: 


@ One is a new 60x160-ft. warehouse recently 
completed on the property occupied by the Martin 
bulk-oil storage plant at Carbondale, III. 


e@ The other is a van-body truck modified for 


*President of Martin Oil Co. is G. Warren Gladders. 
The company operates in Missouri, Illinois, Kentucky, 
Tennessee, Indiana, and Arkansas. Executive headquarters 
are in St. Louis. The company has a general office in 
Carbondale, terminals in St. Louis and in Cairo, Ill, and 
has its own barge facilities. 
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special service in the Martin truck-maintenance 
shop. By adding a tank with pumping equipment, 
the truck now delivers both bulk and canned motor 
oil as well as TBA. The van is 34 ft. long, 7 ft. 10 
in. wide, and slightly under 12 ft. high. 

The 1,000-gal. tank mounted forward in the 
truck has four compartments for bulk oil in SAE 
weights of 10, 20, 30, and 40. The compartments 
are manifolded to a single discharge line connected 
to a pump, meter, and 100 ft. of hose. The pump- 
ing equipment makes it unnecessary to handle 
barrels, and the meter records delivery amounts. 


The centrifugal pump, along with the meter and 
hose reel, are mounted in a side compartment. The 
pump is driven with a Homelite portable gasoline 
engine. (Continued) 

By FRANK C, STURTEVANT 
TBA Editor 
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Martin’s TBA truck also delivers bulk motor oil. Hose 
reel discharges four kinds of oil from 1,000-gal. tank 


iy & 


Centrifugal pump, meter, and hose reel, are mounted in 
side compartment. Pump is driven by gasoline engine 


(Begins on page 117) 

Six delivery routes have been laid out to reach 
all 46 service stations over a two-week period. 
Total driving distance is between 1,700 and 1,800 
miles. 

Each week the van travels two two-day routes, 
plus one one-day route, returning to the warehouse 
between each route to reload. The result is one de- 
livery to each station every other week, always on 
the same day of the week. 

At the close of each day the manager of each 
Martin station sends in a report of all TBA items 


TBA is stored in the same sequence as items appear on 
order blank, speeding up stock assembling and shipping 


and canned oil sold that day. At the general office 
the figures are entered on a master inventory-con- 
trol sheet for each station. 

On the day prior to the departure of the van on 
a scheduled route, sales for the preceding two weeks 
are tallied for each station on the route. The record 
of goods sold at each station becomes the replace- 
ment order for that station. 

The order is sent to the warehouse for filling. the 
same day it’s written up. Goods stored in the ware- 
house are lined up in the same order as the items 
printed on the order form so that orders can be 
assembled without backtracking. 

When the small accessory items are assembled, 
boxed and sealed, the cartons are marked with the 
number of the station they go to and stacked in 
the loading area. 

Tires intended for the same station are brought 
to the same place, along with oil requirements and 
any supplies requested by the station for internal 
use. The objective is to speed up loading. 

Martin Oil people find that the present distribu- 
tion system has two chief advantages. It virtually 
eliminates overstocking at individual stations, and 
it makes it unnecessary for station managers to 
order merchandise. 

Since station inventories are automatically replen- 
ished every two weeks, the peak stock at any station 
need be no more than a little over a two weeks’ 
supply. That has brought about a big change in 
station inventories of motor oil. 

Prior to the new distribution system it was nec- 
essary from a cost standpoint to deliver an entire 
truckload of bulk and canned oil to a station and, 
in effect, warehouse it at the station. Besides build- 
ing up excessive station inventories, the full-load 
method increased the hazard of being caught with 
the wrong weight of oil at a change of seasons. 

The second advantage is obvious. The station 
manager doesn’t have to watch his stock of either 
TBA or oil and decide when and how much to re- 
order. The inventory control system at the general 
office does it all for him. Ld 
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CARBURETOR ADJUSTMENT IS 
FAST AND PINPOINT-ACCURATE 
WITH LINCOLN Quick-Check 


Idle Speed Can Be Set Exactly At Manufacturer's ee 
Specification in Only 30 Seconds 


When a customer complains that his engine is idling 
too fast or stalling too often a common practice is to 
adjust the carburetor until the engine sounds as if it 
is idling at proper speed. 


With Lincoln Quick-Check, however, you set idle speed 
exactly at the rpm specified by the manufacturer with 
highly sensitive electronic instruments. There’s no 
chance of faulty judgment or human error. Here’s how 
you do it: 


Start engine and let it reach normal operating tem- 
perature. Set selector knob of DWELL-TACH instru- 
ment at 250-650 rpm. Clear carburetor by momentarily 
accelerating engine. Adjust idle speed until dial indi- 








Needle moves with slight- 
est adjustment because of 
highly sensitive 250-650 
rpm scale...2'2 times 
more sensitive than other 





instruments. 











L-TACH 


—_——> 





cates rpm specified by manufacturer with shift selector 
in recommended position. Turn mixture screw IN (lean) 
until you note a drop in rpm on top band. Turn mixture 
screw OUT (rich) to peak rpm. If more than one screw, 
repeat procedure for second screw. Next, place shift 
selector in neutral position, clear carburetor, place shift 
selector in position recommended by manufacturer, and 
readjust idle rpm if necessary. 


TESTS ALL ENGINE CONDITIONS 
The DWELL-TACH instrument and the IGNITION 
TESTER form Lincoln’s low-cost QUICK-CHECK 

Quick-Check: Lincoln T.M. Reg. U.S. Pat. Off, 
es i - s % > -™ ) i 
ENGINEERING COMPANY 


DIVISION OF THE McNEIL MACHINE & ENGINEERING CO. 
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package. With this set of highly sensitive instruments 
you can analyze all major engine conditions in a total 
time of less than three minutes. They give you accuracy 
and reliability formerly possible only with far more 
expensive equipment. 
With Quick-Check you can test: 

Points condition and spacing 

Coil, distributor cap and rotor (ignition output) 

Distributor wires (secondary current) 

Spark plugs (ignition reserve) 

Cylinder efficiency 
You read all tests directly from color-coded dials. No 
calculations, no chance of human error or miscalcula- 


tion. It’s a fast, simple, virtually foolproof method that 
you can learn to use quickly and accurately. 


INSTRUCTION MANUAL 


With each set of Lincoln Quick-Check 
Instruments, you get an easy-to-follow 
illustrated instruction manual that 
shows you how to spot engine troubles 
quickly. With this material you can 
perform the Quick-Check engine analy- 
sis without special training. 


A6106 


LINCOLN ENGINEERING COMPANY 
4010 Goodfellow Bivd., St. Lovis 20, Mo., Dept. NP-4 


Please send me complete information and prices on your 
Quick-Check instruments for reliable, low-cost engine analysis. 


Name 
Company__ 
Address 


Zone___ State 
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Six Tidewater men in charge of the brake program took special instructions from the manufacturer, Barrett Equipment Co. 


Why Tidewater Is Setting Up 
Its Dealers In Brake Service 


@ = Tidewater’s Western Division has launched an aggressive campaign 
to put its dealers into the brake-service business 


@ it's primarily a move to bolster dealer income, but Tidewater hopes 
to make a little money, too. Here’s how the program works 


IDEWATER’S Western Division management 
T sees six reasons why service stations should 
go into the brake-service business: 

e@ There’s money in it. Gross profit averages 
64% of selling price. 


e@ There’s a big and continuing market. Cars 
need a brake adjustment for every 300 gal. of 
gasoline; a brake reline for every 1,300 gal. Owners 
spend an average of $24.21 per car per year on 
brake service. 

@ Brake jobs can be scheduled for off hours, 
thus converting idle time into profit. 


e Brake service is a natural for stations. Every 
car a dealer gets on his hoist can be checked by 
pulling a front wheel. 

@ Only a moderate dealer investment is required 
for equipment. 

e@ Good brake service builds customer confi- 
dence, which in turn can draw additional business. 

From Tidewater’s standpoint, brake service can 
ease the dealer-turnover problem by making a sub- 
stantial contribution to dealer income. It can do 
that for stations of all sizes, but it can do more 
for the smaller stations around the 10,000-a-month 
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Develop customers, move merchandise 


with KODAK 1961 PREMIUMS 


HAWKEYE FLASHFUN CAMERA 
This great new Kodak camera with 
built-in flash holder was especially de- 
signed for volume premium business. 
New features! Superb styling! Takes all 
three . . . color snaps, color slides, bril- 
liant black-and-whites. Approximate 
premium value: Camera, $6.95 .. . 
Hawkeye Flashfun Outfit, $9. 


N EW KEY SALES MAKER! 


Kodak Automatic 8 Movie Camera. Built- 
in electric eye sets lens opening automatically, 
for sparkling color movies. 
Lowest price—ever—for 
a Kodak movie camera 
with full electric-eye 

control! $49.95. 





MOST WANTED! because they are the most advertised! 


Here are some of Kodak’s most advertised cameras . . . welcomed 
as self-liquidators, direct-selling premiums and traffic builders. 
Also use Kodak cameras and outfits as contest awards, customer 
remembrances, business gifts. They’re America’s most wanted 
premiums. Prices run from $4.25 to several hundred dollars. 


SEND FOR FREE CATALOG. Get the complete story, mail the 
coupon today. 


Prices shown are list, subject to change without 
notice, and are suggested prices only. 


CUSTOMER DEVELOPER! 
Brownie Starmeter Camera 
for new customer develop- 
ment. Built-in meter shows 
proper settings. Boxed outfit 
includes camera, film, flash 
holder, batteries and bulbs. 
Camera, $21.95 . . . outfit, 
$27.50. 




















SALES INCENTIVE! 
Brownie 8 Movie Camera, f/2.7, 
for clear, sharp movies. Just set the 
exposure dial, aim, and shoot. One 
of the most wanted cameras in Amer- 
ica! Camera, $26.95 . . . kit, $34.75. 





TRAFFIC BUILDER! 

Midget Brownie Starmite Camera is compact, ef- 
ficient, has built-in flash holder. Dependable traffic 
builder and order booster. For black-and-white and 
color snaps or color slides. Camera, $11.50 . . . outfit 
(camera, film, batteries, bulbs), $12.95. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N. Y. 
Gentlemen: Please send me more details on promotion opportunities with Kodak premiums. 


Name Position 








Company Street 





TRADEMARK 
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I) BRAKE-MosiLE 


Faatzx RAG the 


Each dealer who signs up for Tidewater’s brake training 
must turn out a complete brake job to finish the course 


(Begins on p. 120) 
level, in the view of Charles Finn, Western Di- 
vision service-station supervisor. 

With the extra income, Finn points out, the small 
dealer can hire enough help so that he can get 
away from the station to solicit new business and 
build up gallonage. 


How Tidewater Launched the Plan 


Tidewater tested these conclusions in a year-long 
trial of a brake-service program involving 50 deal- 
ers in Los Angeles and San Francisco. Satisfied 
with the outcome of the test, Tidewater organized 
a full-scale training program for all dealers. 


To begin with, the six Tidewater men who have 
charge of the brake program in the districts took 
a course of instruction in the operation of brake- 
service equipment. The course was provided by 
the manufacturer, Barrett Equipment Co. of St. 
Louis. Barrett also aids in the initial phases of 
the dealer-training program. 

After soaking up seven days of brake instruction 
themselves, the six training supervisors teamed up 
with Barrett to present the new brake-training pro- 
gram to company personnel at meetings in Los 
Angeles, San Francisco, Seattle, Spokane, Portland, 
and Fresno. 

Next came a series of introductory clinics for 
dealers, to outline the program, demonstrate the 
equipment, and give the dealers an opportunity to 
sign up for a six-hour training course. 


What Dealers Learn 


Dealer classes are restricted to six men. The 
men are shown how to make a complete check 
of a customer’s wheel, including drums, shoes, 
backing plates, and wheel cylinders. Each man is 


taught how to use brake-service equipment, and 
he must do a complete brake job to finish the 
course. 

Only dealers who complete the course satis- 
factorily can qualify for financing by Tidewater 
on brake equipment. For those who do, Tidewater 
will finance the $430 worth of basic equipment at 
6% simple interest over a three-year period. 

But all dealers, whether they have equipment or 
not, are urged to attend the brake-training course. 
“We want all drums turned when necessary,” ex- 
plains Finn, “so we are making it possible for 
dealers to get the job done without an expensive 
outlay for equipment. We are working out a system 
where central stations, or distributors in a number 
of cases, will handle drum-turning jobs.” 


How the Service Is Promoted 


A Tidewater dealer who completes the brake- 
training course and offers quality brake work, also 
qualifies for a certificate that indentifies him as a 
“Flying A Brake Service Specialist.” 

Tidewater also supplies a large, pump-island 
banner advertising brake service, and allows brake 
work to be charged on Tidewater credit cards, or 
(in California) on Bankamericards. 

Dealers can also get from the company a Flying 
A work-order form designed especially for brake 
jobs. The form is both an inspection report and 
a work order in duplicate, with a three-year brake- 
lining guarantee printed on the back of the cus- 
tomer’s copy. 


A Pioneering Venture 


As part of its new brake program, Tidewater 
has gone into the brake-lining business with its own 
private-brand line. Called “Flying A Mountain 
Master,” the brake lining is made for Tidewater 
by Laher Spring and Electric Car Co. 

By that move, Tidewater becomes a pioneer 
among oil companies in the field of light repairs. 
Others recommend brake work, tuneup, and simi- 
lar mechanical sidelines to their dealers, and a few 
have even sponsored brake training in the same 
way that the Western Division is doing it. But so 
far none has seen fit to add any repair parts to 
its TBA line. 

As a matter of fact, Tidewater wasn’t looking 
for new products to sell. The brake program is 
but one of several the company contemplates to 
increase dealer income. Coming up in the future 
is a wheel-alignment program, a tuneup program, 
and a vending-machine program, all with the same 
objective—more revenue for dealers. 

At its present stage, Tidewater reports its brake 
program has met with enthusiastic reception by 
dealers. Finn says that a reasonable goal is to ex- 
pect that 75% of the 3,600 dealers in the Western 
Division area will eventually participate in the 
program. La 
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What’s News in Additives... 


CONTROLLED CAR TESTS ON PARADYNE 101 using the mileage accumulation dynamometer. 


NEW PARADYNE 101 


AN IMPROVED GASOLINE ADDITIVE FOR 
MODIFYING COMBUSTION DEPOSITS 


Enjay Paradyne 101 is an improved 
combustion-deposit modifier which 
minimizes troublesome combustion 
chamber deposits. It reduces spark 
plug misfiring, surface ignition 
noise and rumble — and does it with- 
out increasing spark-knock octane 
requirement beyond what is normal- 
ly encountered in a leaded gasoline 
containing no phosphorous. 


ADVANTAGES TO REFINERS: 
e Paradyne 101 gives better spark- 


knock performance than convention- 
al phosphorous—containing additives 
—and can either increase car satis- 
faction without additional cost, or 
maintain the same level of satisfac- 
tion at less cost. 


@ Paradyne 101 has no detrimental 
effect on gasoline road octane per- 
formance. In effect, it can provide 
extra octane numbers. 


e Water contact will not extract 
Paradyne 101. 


e@ Paradyne 101 is completely com- 
patible in finished gasolines with 
other commonly used additives. 


Outstanding performance of Para- 
dyne 101 was proved in fleet test 
studies using late model cars. 

For our new file folder containing 
complete performance data, call or 
write to your nearest Enjay office, 
or to 15 West 51st Street, New York 
19, New York. 


EXCITING NEW PRODUCTS THROUGH PETRO-CHEMISTRY 


ENJAY CHEMICAL COMPANY 


A DIVISION OF HUMBLE OIL & REFINING COMPANY 
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Tires—Batteries—Accessories 





TBA Straws in the Wind 
Mistaken Views on TBA Sales Commission 


THE GUYS who started it all, the au- 
tomotive-supply jobbers and the serv- 
ice-station dealers’ association, may 
feel the urge to 
cheer the suppos- 
ed downfall of the 
TBA _ sales-com- 
mission plan. 

On the surface, 
the recent Feder- 
al Trade Com- 
mission rule de- 
claring such 
contracts _ illegal, 
does sound like 
victory. But pri- 
vately the propo- 
nents of the ruling may wonder what 
solid gains, if any, they’ve won. 

For one thing, it’s by no means 
certain that FTC can make its ruling 
stick. The ruling is more a product 
of political expediency than of sound 
legal reasoning. 

By deciding as it did, FTC hopes 
to get “A” for effort from Congres- 
sional critics who’ve been needling 
FTC for more antitrust action. If the 
effort fails to scuttle the sales-com- 
mission plan, FTC won’t be blamed 
too much. 

Often in the past, FTC rulings have 
been overthrown by the courts, and 
this one has a rough time ahead of it. 
Atlantic, Shell and Goodyear prompt- 
ly said they would appeal. Other par- 
ticipants doubtless will join them. 

Several years from now, when the 


By 
Frank C. Sturtevant 


forthcoming appeals have all been 
heard, the sales-commission plan may 
emerge as good as new. 

About half the oil industry now 
markets TBA under sales-commission 
contracts with rubber companies, Over 
30 oil companies use the plan (NPN 
FACTBOOK—May ’60, p223) and prob- 
ably will continue with it until there’s 
a final court decision. 

Who Gains?—Some curious con- 
tradictions surround the sales-commis- 
sion controversy. Certain TBA manu- 
facturers would like to see the entire 
oil industry on a buy-and-sell basis. 
But they’re not going to like the FTC 
line of reasoning which, in effect, 
strikes at all oil-TBA marketing. 

Then, take the case of the Auto- 
motive Service Industry Assn. (ASIA), 
one of the two groups whose com- 
plaints caused FTC to act. The parts 
jobbers have never tumbled to the fact 
that they'll lose, not gain, if the oil 
industry switches completely to buy- 
and-sell plans. 

That’s because the sales-commission 
plan is strong only on tires. Invariably 
oil companies with sales-commission 
plans get only about 25% of their 
TBA total from batteries and acces- 
sories, compared with 50% for buy- 
and-sell companies. 

The difference is a fat piece of busi- 
ness that now goes to the automotive- 
parts jobbers. 

Cheerful Note—By coincidence, the 
ASIA group had a change of heart 


just a few weeks before FTC issued 
its ruling. ASIA directors voted to 
halt further “militant” opposition to 
TBA marketing by oil companies. 
(NPN—April p106). 

It seems probable that ASIA has 
been told about the work being done 
by the service-station advisory com- 
mittee of the American Petroleum 
Institute. Willard W. Wright, chairman 
of the API committee, has been urging 
all oil companies to make public state- 
ments to their dealers telling them 
they’re free to buy TBA goods any- 
where. 

Mobil Oil Co. has already done that 
by publishing its TBA platform in a 
series of trade-paper ads. Similar state- 
ments, if made by a few more oil 
companies and given dequate circula- 
tion, would contradict most of the 
charges of coercion. 

But the Mobil policy statement 
makes a point of asserting the com- 
pany’s right and intention of selling its 
TBA line with diligence and vigor. 
That’s something that needs saying. 

If both statements are issued often 
enough, the day may come when 
parts-jobber salesmen will have to find 
new alibis for failure to sell more to 
service stations. 

It would be wonderful if both sides 
could somehow help the dealer cash 
in on all those good TBA prospects 
rolling in and out of station drives day 
after day. There’s enough new busi- 


ness there to keep everybody happy. 





FOR YOUR PUMPS 


LOW PRESSURE DROP 
Disc swings out of flow passage, giv- 
ing gasoline a “straight shot” through 
the valve. Pressure drop for any OPW 
16 Series Valve is less than 1 foot 
vertical head of gasoline! 


TIGHT SHUT-OFF 
A compensator ring distributes pres- 
sure evenly on the disc ... auto- 
matically aligns disc to perfect seal 
with seat to hold prime. 


EASY SERVICING 
Just remove two screws, turn cap 
90° and gasoline above valve auto- 
matically drains. Pull cap out and 
valve can be quickly cleaned or 
serviced. 


Need more details? Write for free 
Bulletin NP-16. 


BH 


Choice of union, 
Dresser, or female 
threaded end. 


Easily removable 


opw : 


16 SERIES 


flow area. 


VERTICAL [iim 


CHECK 
VALVES 


PATENT PENDING 


Compensator 
ring assures 
tight shut-off. 


Choice of com- 
position or 
bronze disc. 


DOVER CORPORATION 


DIVISION 


2735 COLERAIN AVENUE * CINCINNAT! 25, OHIO + KIRBY 1-8400 + TWX Ci-415 


VALVES. COUPLINGS, SPECIALTY PROOUCTS FOR HANDLING HAZARDOUS LIQUIDS 
. oni b 
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A BEAUTIFUL “SHOWCASE” 


for your most important product is a Smith-Erie 


gasoline pump. Showcase for leadership too! 
Smith-Erie pumps display the advanced styling 
that has made them the most imitated pumps 


on the market. 
Smith-&2. 





Smith-Erie service station pumps are complemented by 
industry’s most complete line of hand pump equipment 


2 GREAT PUMPS TO SERVE YOU BETTER 


Smith-Erie makes them both! The Salesman “48”... 
modern, streamline, just 48” in height... the most 
emulated pump in the industry. And the “L-3”... 
today’s acknowledged standard of modern styling. 
Both are available in “twins.” They have the same 
outside dimensions as single pumps — designed to 
occupy a minimum of island space while supplying 
more volume by serving two customers simultaneously. 


BARREL AND SKID TANK PUMPS 

Double-action piston pump is easy to 

operate and trouble-free. Rated at 23 NONMEASURING PUMPS 
gpm at 100 strokes per minute. Light- ‘ 

weight, yet sturdy and long-lasting. lect mami ane tomar ee 
Models may be meter-equipped if desired. Gapineieas such petrole- 


um products as gasoline, 
kerosene and light oil. 





HI-BOY TANKS WITH PUMPS 


Smith-Erie hi-boys are the most widely 
used in the petroleum industry. Available 
in 16-, 30-, 60-, and 120-galion capacities 
for dispensing lubricating oil, kerosene, 
alcohol and other light liquids. The 30-, 
60-, and 120-galion sizes are availabie 


vw 
\ They deliver approximate- with the same height and depth. This 
ly 10 gallons per minute uniformity makes it possible to more 
at 40 strokes per minute neatly nest and align the tanks for better 
ie pgp ang wrung space utilization and better appearance. 
everal models available. 
Model 1108 piunger-type barrel! 
and skid tank pump with 8’ of 


%” static wire-bound hose and 
nonsparking nozzie, vent in base. 
Handle is steel tubing formed 
to give best pumping operation. 





Model 1600-10 double- Model 1611-10 pump 

action pump. with suction pipe and 
8’ of %” static wire- 
bound hose and non- 
sparking nozzle. 


ROTARY BARREL AND ‘ 
SKID TANK PUMPS 
Smith-Erie rotary 
pumps deliver approxi- 
mately 6 gpm at 90rpm. 
Available in various 
models for barrels or 
skid tanks, with shut-off 
nozzle or hose. All are 
equipped with lock arm 
for handle, 1144” and 2” 
sliding bushing, with 
water-tight seal and 
rubber cap to keep 
water out of tank. 


Model 1511 rotary barrel and skid tank pump 
th 7° of ¥e” static wire-bound hose, non- 
sparking nozzle and suction pipe. 


Model 2010 30-galion tank unit with quart pump. 
Swing-arm return drain tube—for lubricating oil. 


Model 2240 120-gallon tank unit with gallon 
pump, shut-off nozzle and quantity stops. 


Through research 6 a better way 
Smith-Erie products for the petroleum industry, A South 
e e 
Cc Pp oe Re 


contact your representative or write direct: 


For details on these and hundreds of other 


e) C ON 


Smith- &__2_ Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. Offices: Atlanta 5, Georgia; Chicago 3, Illinois; Houston 2, Texas; Los Angeles 17, California; New York 17, New York; 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. SMITH INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A 
Litho in U.S.A. 





DELHI’S Ready to Serve You! 


Four New Terminals at Syracuse, 
Rochester, Utica and Albany 
(Binghamton—Proposed) 


Delhi's high quality gasoline, heating oils and diesel fuels 
are now available to New York State Independent Jobbers 
and Independent service station chains through four new 
terminals. While Delhi is new in the Northeast, the Com- 
pany is not new to petroleum marketers. Hundreds of oil 
jobbers and Private Branders in the Southeast and along 
the East Coast have found it profitable to team up 
with Delhi. 


The Company’s modern refineries assure you a constant 
product supply during all seasons of the year. Delhi's sales 
and service staff is fully qualified and experienced to help 
you attain your marketing objectives. 


~— 


A fact-filled, eight- 

page booklet on Delhi, its operations 
and New York State terminal facilities 
is yours for the asking. Write E. J. 
Cogan, Delhi-Taylor Oil Corp., State 
Tower Bldg., Syracuse, N. Y. 


For a reliable source of supply for gasolines, heating oils 
and diesel oils . . . investigate Delhi. 


eeeeeeeseeeseeeeeeeeeeeeeeeeeeeee 
eeeeeeeeeeoeeoeoeoeeeeeoeeeeeeeeeeeee 


SHHSSHSSSSSHSESSSSSHESHSSSSESSSESEESSEESESEHEOEEE 


DELHI-TAYLOR OIL CORPORATION 
Regional Sales Office: State Tower Bidg., Syracuse, N. Y. 
General Offices: Fidelity Union Tower/ Dallas, Texas 
as ER er a A ae 
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Equipment 


How Contract Engineering Works 


@ Three outside firms now handle the bulk of the engineering 
work for Union Oil's station and terminal construction jobs 


@ The three firms are branching out to serve other oil marketers 


gi RADITIONAL marketing-engineering depart- 

ments of several West Coast oil companies 
are being supplemented on a broad scale today by 
outside, independent, contract-engineering service. 
Union Oil is the biggest customer, and former 
Union Oil engineers, now in business for themselves, 
are doing most of the work. 


Union Oil started the move three years ago when 
it shut down its 25-man marketing-engineering de- 
partment. A group of engineers who had been the 
nucleus of Union’s southwestern construction de- 
partment thereupon formed Fred Fiedler and As- 
sociates as an independent engineering firm, 
setting up shop at 501 S. Boylston St., Los Angeles. 


In a short time two other former Union Oil en- 
gineers followed with similar ventures. One opened 
up for business as Parker Engineering Co., 425 
First St., San Francisco; the other as Harry Schmidt, 
Consulting Engineer, 2901 Western Ave., Seattle 
11, Washington. 


The three firms have found it entirely practical 
to work together so that they can jointly offer full 
engineering coverage on the Pacific Coast both to 
Union Ot and to other oil companies. They’ve 
worked out a sliding scale of charges for engineering 
service that ranges from 5% of the total cost on 
large jobs up to 10% on jobs costing $5,000 or 
less. 


What the Engineers Do 


The three firms assume full responsibility for the 
construction of new service stations and terminals, 
or for modernization jobs on existing units. That 
means they take over just about everything except 
buying real estate. 

Their work includes such things as getting surveys 
and building permits, getting bids from contractors, 
and doing preliminary development work at the site. 
They prepare drawings, specifications, contracts and 
requisitions, and supervise the actual work. 

When the job is done they take care of filing 


notices of completion and making lien searches as 
required. 


Who Can Use the Service 


Contract engineering offers several advantages for 
both large and small oil companies, claims Fred 
Fiedler, head of the Los Angeles firm. He gives 
these reasons: 


e@ For the smaller oil companies, which can’t 
justify the cost of a {full-time staff, it gives them all 
the advantages of a complete engineering and draft- 
ing department, plus the broader experience of out- 
side specialists. 

e@ For companies of all sizes it eliminates the 
time lag in training a staff to cope with accelerated 
construction programs. 

@ Projects move faster too, because outside en- 
gineering firms maintain more draftsmen than com- 
pany-operated departments; and they’re staffed with 
professional draftsmen rather than engineers in 
training for district-engineer jobs. 


@ Service-station building goes in cycles, and 
for any company it’s much faster and cheaper in the 
long run to farm out the peak load rather than go 
thro gh a hire-and-fire cycle. 


How Big Is the Business 


Fiedler’s argument on behalf of contract-engineer- 
ing apparently has some logic; for the three firms 
started by the ex-Union Oil engineers have built 
a good number of stations for other oil companies. 
They’ve put up 100 Douglas Oil stations for in- 
stance, in the three years since their inception. 

Fiedler’s firm is the biggest of the group, handling 
some $3-million worth of construction last year. 
On that volume Fiedler believes he can claim sav- 
ings of $50,000 for his clients. 

Whether his dollar estimate of savings is on the 
conservative or optimistic side, Fiedler and Associ- 
ates rates a cautious testimonial from its biggest 
client: 

“We find it more efficient and economical to 
utilize this outside firm for service-station construc- 
tion work,” says John R. Pownell, manager of 
marketing engineering for Union Oil. * 
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“4 FRED S. FIEDLER... 


...handles $3-million worth of construction 


a year. Here's some of his work 


This novel canopy was designed for Texaco self-service outlet 


Contract engineering also includes bulk plants, terminals 


Serv-Mart, a membership depart- 
ment store, liked this saw-tooth 
canopy 


Union Oil's $75,000 marine station at 
San Diego blends with existing buildings 


Many of Fiedler’s jobs are Union Oil stations like this 


Smaller oil companies find contract engineering helpful 
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PACKAGING PROBLEMS? TURN CROWN LOOSE ON THEM! 


Crown really has what it takes to solve TBA packaging problems! For one thing, Crown has 
complete lines of the finest quality Open-Top, Cone-Top, F-Style, and Aerosol cans. Further 
Crown advantages are showcase lithography, stacking and pouring features, plus an efficient 
new service department stressing quality every step of the way. Let Crown service all your 
can needs for profitable, fast-moving TBA items. Call on Crown. 


R PACK4G, 
yo" Ne 


* 


7 CROWN CORK & SEAL CO., INC. 


9300 Ashton Rd., Philadelphia 36, Pa. 


& ~) 
“Es crown © 
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Equipment 





WHAT’S 
New 
IN 
EQUIPMENT 


Flexible connector 


. . . for pumps or pipelines consists of a 
short section of corrugated metal tubing 
protected against elongation by wire 
braid. Absorbs up to %-in. high- 
frequency vibration amplitude, 1%-in. 
thermal line expansion, and up to 4-in. 
permanent misalignment. Allied Metal 
Hose Co. 8-14 38th Ave., Long Island 
Chey. 7; M2’ 


Magnetic-Monitored Can Filler 














Convertible check valve 


.. . for automatic nozzles is said to cause 
less turbulence and less pressure drop. 
Fits all OPW and Buckeye automatics. 
Specially treaded to back into most 1-in. 
M x %-in. F reducing bushings. Weil 
Service Products Corp., 3819 N. Ashland 
Ave., Chicago 13, Ill. 


Leak detector valve 





. can be adjusted to detect even small 
leaks anywhere in a remote pumping 
system. The 9539A is a 2-in. dia- 
phragm-operated valve that closes and 
resets automatically with changes in 
line pressure. Mounts on outlet side of 
pump, has pressure-sensing boss for tak- 
ing pressure readings and adjustable by- 
pass needle valve that can be set to 
indicate smallest loss in pressure. Buck- 
eye Iron & Brass Works, PO Box 883, 
Dayton 1, Ohio. 


*. Pos ie 3 
ee 
Cm P a ee: 


ial 


NEWLY INSTALLED at the plant of Castrol Oil Inc., Newark, N.J., is this 
18-station Votator rotary piston filler made by Girdler Process Equipment Div., 
Chemetron Corp., Louisville, Ky. Filler has a design capacity of 450 U.S. or 
Imperial quarts per minute, and is claimed to be fastest for its size in the 
industry. A new feature is a battery of magnets positioned over the filler valves 
that retain positive control during the entire valving cycle. According to the 
manufacturer the unit at Castrol has passed its break-in period without a 


jammed valve. 


May, 1961 * NATIONAL PETROLEUM NEWS 


FLORIDA 


Lyashoy pwns ag” 


Forevery size consumer- 
commercial account. 
PETROLEUM ENGINEERING Co., Inc. 


816-20 Ley Avenue 
Jacksonville, Florida 


NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


Your Pumps a 2 ] Fi 


"TAX We. 10% 


STORY! 


LARGE SIZE 
10” x 12” 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
éuckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 





PENNSYLVANIA 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 

Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 














Oil Marketing 
Equipment Jobbers 


This Is Your Market Place 


Write Today for Advertising 


Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St. 
New York 36, N. Y. 

















When the muffler 
your dealer installs 
is aS good as 

the gas he pumps 


Ken Richcreek, AP Sales Manager, 
discusses service station muffler 
business from your point of view. 


Today your dealers are doing more and more work that 
calls for replacement parts. And they should, for there are 
good profits in it . . . but only so long as the parts used 
are really good, the kind that build customer confidence 
and help boost the sale of petroleum products, too. 

Take AP Mufflers, for instance. The prime test of muffler 
quality is durability. Thanks to coated steels, exclusive 
“Dri-Flow” design to reduce condensation and an average 
of 22.4% more steel by weight than competitive makes, 
AP Mufflers last longer. 

When the muffler your dealer installs isn’t as good as the 
gas he pumps, it’s time to take a careful look at a situation 
that might cause trouble for both of you. 

A poorly designed muffler creates back pressure, wastes 
gas, hurts your reputation. There can be no danger of this 
with AP. 

And AP offers a complete installation manual and training 
clinics highlighted by a new sound movie in color to make 
sure your dealers are skilled in fast muffler installation. 

Couple a quick, skillful installation with a quality AP 
Muffler and the result has to be a satisfied customer. 


THE AP PARTS CORPORATION 
22R AP Building, Toledo 1, Ohio 


AP MUFFLERS ARE SOLD BY MORE DEALERS THAN ANY OTHER BRAND | 


Equipment 


Check valve 


. . . for use in Dresser couplings is sold 
as a complete unit consisting of a 
special Dresser fitting and a check-valve 
insert. The Model 211 is available with 
or without screen. Recommended for 
new or existing gasoline pumps. Uni- 
versal Valve Co. Inc., Box 444, Eliza- 
beth, NJ. 


Two air hammers 


. called Thor Speedguns are designed 
to cut off or split muffler pipe, drive out 
pins, shear bolts and perform similar 
work. The lower-priced model is a short- 
stroke hammer; the other model is a 
long-stroke, extra-heavy-duty hammer. 
Available with or without chisel-kits at 
prices ranging from $69.50 to $109.50. 
Thor Power Tool Co., 175 N. State 
St., Aurora, Ill. 


Compact trucks 


. and tractors with emphasis on money- 
saving features are presented in a set of 
brochures newly published by the White 
Truck Div., White Motor Co., 842 E. 
79th St., Cleveland, Ohio. 


Feed-line adaptor 


. is a special fitting for joining the 
suction opening of a replacement pump 
to an existing supply line. Universal’s 
No. 301 adaptor is an offset fitting that 
compensates for misalignment and per- 
mits the installer to mount a replace- 
ment pump of another model without 
disturbing the supply lines. Universal 
Valve Co., P.O. Box 444, Elizabeth, N.J. 
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Equipment Literature . . . 





Lease plan 


. . for lighting equipment is contained 
in a new 4-page booklet SA-8865. Pub- 
lication lists advantages of leased light- 
ing, tells how the Westinghouse plan 
operates, and presents a guide for de- 
termining rental payments. Westinghouse 
Lighting Div., Edgewater Park, Cleve- 
land, Ohio. 


Pump bulletin 


. .. contains 42 pages of data about the 
De Laval IMO rotary screw-type pumps. 
Bulletin 3200 includes a selection guide, 
specifications, performance data, dimen- 
sions, viscosity tables. De Laval Steam 
Turbine Co., Trenton, N.J. 


Truck brochures 


. . + give specifications on two new Dia- 
mond T trucks: the 4300 series, 6-wheel, 
gasoline-powered truck; and the Model 
4000, a two-axle truck. Both feature 6- 
cyl. engines with replaceable sleeves, and 
heavily insulated, all-steel cabs. Diamond 
T Motor Truck Co., 4401 W. 26th St., 
Chicago 23, Ill. 


Valve bulletin 


. gives complete instructions for lub- 
ricating and servicing Rockwell-Nord- 
strom plug valves. Covers correct adjust- 
ment of valves and the repacking of 
Hypreseal valves with plastic stem pack- 
ing. Bulletin No. V-218 Rev. 2, Rock- 
well Mfg. Co., Meter & Valve Div., 400 
N. Lexington Ave., Pittsburgh 8, Pa. 


Paper towel 


. and toilet-tissue dispensers and re- 
ceptacles are described in a new catalog. 
Eight pages of technical and architectural 
data include installation specifications, 
unit sizes, and colors. Washroom consult- 
ing staff, Crown Zellerbach Corp., One 
Bush St., San Francisco 19, Calif. 


Equipment People . . . 





Cross has been 
named sales man- 
ager of the east- 
ern sales division 
of Ardmore Prod- 
ucts. A graduate 
of Xavier Uni- 
versity, Cincin- 
nati, Cross served 
in the 102nd In- 
fantry Div., in 
World War II. 
Prior to joining 
Ardmore in 1958 he was national sales 
manager of the industrial glove division 
of the Hood Rubber Co., Div. of B. F. 
Goodrich Co. 


ti: | Edward J. 
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Lowest cost filler 


for heavy viscose products 


for accurate metering from 

ounces fo a quart of gréase and 
oils into bags, tubes and cans. Also 
Straight line twin piston and heavy 
duty single piston gallon fillers. 
Conveyors available. 


Simplex Model A 
fills 15 to 30 
containers per 
minute. 


e REMARKABLY SIMPLE CONSTRUCTION —VIRTUALLY 
MAINTENANCE-FREE! 


e EASILY CLEANED IN A FEW MINUTES! 
e HAND LEVER CUTS OFF FLOW INSTANTANEOUSLY! 
@ DURABLE 316 STAINLESS STEEL IMPERVIOUS TO ACIDS! 


e EVERY MODEL ENGINEERED TO CUSTOMER 
REQUIREMENTS FOR GIVEN RANGE OF OPERATIONS! 


Write for prices and Bulletin 106 * Representatives in all principal areas 





mfg. by F. L. BURT CO. 1144 Howard St., San Francisco, Calif. 











BERS — 


Fill gas or diesel tanks ) 
at full pump capacity 


Fills the tank 
full every time 


Fills faster 


FASTEST FILL ON THE MARKET full Year than any other 


Guarantee . automatic 


FULLY AUTOMATIC y Sets for 


NOZZLE S 


Spout turns 
me it 
g to any angle No premature 


shut-o 


e @ Works on pressure principle . 
& others work on less-efficient vacuum 
id princi 
._ |) @ Made of light, high tensile aluminum 
io tank topping : alloy as ag as bronze 
necessary @ No iti 


Ay ® f @ Product never touches p> Pannen or 
WW ij y y £ mechanism 
bj é MAIL COUPON TODAY 


es Es A SF A A A A A A A a A eo A 


A. Y. McDonald Mfg. Co., P. O. Box 508, 

12th & Pine, Dubuque, lowa. DEPT. NPN 46} 

( ) Please send complete information and 
prices 

( ) Have representative call immediately 





McDonald's Safe-T-Matic nozzle frees 
you for more selling time since this 
ingenious nozzle fills tanks full with- 
out topping off. . . no time-wasting 
foaming problems. Send coupon now 
for the complete, money-saving story. 


NAME 





A. Y. MCDONALD Mfg. Co., 


Oil Equipment - Pumps 
Brass Goods - Drains 


FIRM NAME 





ADDRESS 





a ea 


CITY —._....... ZONE ... STATE 


SET conellistenittamntineeticiealismeimeticetinentionns 
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Equipment 


George E. Hol- 
land has _ been 
named manager 
of engineering 
services at Ren- 
ick & Mahoney 
Inc., New York, 
distributors of 
liquid - handling 
equipment for pe- 
troleum market- 
ing and aviation 
refueling. Hol- 

Holland land has’ been 
with Esso Research & Engineering Co. 
since 1956, specializing for the past two 
years in aircraft fueling equipment. A 
graduate of Trinity School in New York, 
he also holds a B.M.E. degree from the 
University of Virginia and is a graduate 
of the U.S. Merchant Marine Academy. 

J 

John Muir has been named vice presi- 
dent and general sales manager of Plews 
Oiler Inc., Minneapolis. He kas been 
sales manager since 1954 and was pre- 
viously sales manager for Gem Manufac- 
turing Co., Pittsburgh. 


a 
Vern L. McCarthy, Jr., 33-year-old 
president of Vulcan Containers Inc., Bell- 
wood, [ll., has been named a member of 
the Young Presidents Organization. 
” 
S. A. Bunis has been named sales 


manager of Goulds Pumps Inc., Seneca 
Falls, N.Y. He has been assistant sales 
manager for the past four years and be- 
fore that was sales representative in New 
England and Middle Atlantic territories. 
ae 
J. P. Wilhelm 
has been named 
assistant to the 
president of Sea- 
porcel Metals 
Inc., Long Island 
City, N.Y., man- 
ufacturer of por- 
celain wall pan- 
els. Wilhelm at 
one time headed 
his own com- 
Wilhelm pany, Southwest- 
ern Porcelain 
Steel Corp., Sand Springs, Okla. He was 
also executive vice president and treas- 
urer of Moore Enameling and Manufac- 
turing Co., W. Lafayette, Ohio; and head 
of sales of the sign division of Atlas 
Enameling Co., St. Louis. 
* 

James W. Baker, general sales man- 
ager for Calcor Building Div. of Rheem 
Manufacturing Co., and Duane A. 
Younker, named to the new post of dis- 
trict sales manager, are in charge of a 
new franchise dealer program for pre- 
fabricated steel buildings and canopies. 
Stage one of the new program calls for 


establishing dealers in California, 
Nevada, Arizona, Utah, New Mexico, 
Oklahoma, and Texas. Headquarters of 
the division is in Huntington Park, 
Calif. 

e 


Warren L, Hotmer has been named 
marketing assistant in Du Pont’s Freon 
Products division. His field of responsi- 
bility is the sale of Freon FE 1301 fire- 
extinguishing agent and includes cus- 
tomer relations and the development of 
technical and promotional programs. He 
was formerly a technical sales represen- 
tative in the New York district. 


Louis P. Pisani 

now represents 

Neptune Meter 

Co. in central 

and northern 

California, oper- 

ating from Nep- 

tune’s San Fran- 

cisco branch of- 

fice located in 

Millbrae, Calif. 

Pisani has con- 

cluded two years 

of training with 

Neptune, begun after attendance at the 
College of San Mateo and a term of 


service with the United States Navy. 





truck and 


transport Y 


service 


J 
i = 


Specify Viking Pumps because you can depend upon them for efficient 


service and long life. 


Experience shows that in many cases, Viking 


Pumps are still going strong when trucks they’re mounted on are 


worn out. 


For complete information, write for catalog GR 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. 


In Canada, It’s “ROTO-KING”’ Pumps 


Offices and Distributors in Principal Cities 
See Your Classified Telephone Directory 


No speed increasers required. 
Connect the Viking truck pump 
directly to transmission through 


power take-off. 


ALSO GIVE YOU: 
® Fast, positive delivery. 


+ 
port locations. 8 positions. 
© Integral thrust bearing of 
sturdy construction. ay 
@ Either extra long packing 
Sor or ocho ante 
a Satety valve on pump head. 


® Com capacity of 
25 gaan print 
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How Neoprene Stands Up 


| Tube-stock tensile strength — 
39. Ibs. per sq. in. 
Ml Neoprene Tube 


~ HB Low-Swell 
Synthetic Tube 


ANGELUS 


CAN CLOSING MACHINES 








4 % volume change in slab stock 


180 . 

@l§ Neoprene Slab 
160-—~ SI Low-Swell 
140 Synthetic Slab 





120 
100 





80 





60 


40 , wi 
| sate = : - Pe 


FUEL FUEL FUEL TOLUENE Angelus seamers are d 
A ad c 100% round can closing req 
petroleum products, 


A COMPARISON of test results by up to 500 cans per ¥ 
Du Pont’s Elastomer Chemicals de- 
partment seems to indicate that neo- 
prene tubes for gasoline hose are well 
able to withstand the deteriorating ef- 
fects of high-aromatic content in gaso- 
line. 

You can expect to find aromatic 
levels as high as 50% in some of 
today’s superpremium gasolines. The 
average aromatic content now runs 
23% for regular-grade and 28% for 
premium according to an analysis of 
samples bought at random throughout 
the country in May 1960. 

Fuels used in the Du Pont tests were 
iso-octane, toluene, and two mixed 


fuels, one containing 70% iso-octane 
with 30% toluene, and one containing 
50% of each. 

Tests were run at room tempera- 


tures for periods of seven and 28 days. 
A comparison was made between a 
new neoprene stock developed for 
swell resistance and a commercial low- 
swelling rubber compound. 




















Sanitary Can Machine Company 
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MODERNIZE YOUR TANK FARM NOW 


with the new Varec All-Weather Breather Valve that 





works perfectly in -60° winters and +125° summers. 


Here’s all-weather performance that’s been proven 
through two full years of Eastern Canada’s rough- 
est climate...frigid winters... hot, humid summers. 
Yet never once did Varec’s rugged new Fig. 2000-61 
ALL-WEATHER Breather Valve fail to operate per- 
fectly. What’s more, this petro-chemical plant can 
look forward to the continuation of this 100% 
performance for many tough seasons to come. 


By modernizing your tanks with this new Varec 
ALL-WEATHER Breather Valve, you are now 
assured of tank safety and vapor saving efficiency 
the year around. 


NEW FIG. 2000-61 MODEL... 
TWO-WAY PROTECTION AGAINST FREEZE-UP. 
Here’s how Varec engineers have solved the cold- 
weather problem: First, both pressure and vacuum 
pallets utilize a flexible diaphragm of special non- 
frosting, icing-resistant material. This eliminates 
possible freezing between pallet and seat ring. 


Second, a special non-frosting, icing-resistant com- 
pound is used to coat the pallet perimeter and stem, 
guide-posts and tip of seat ring. Ice and snow scrape 
free when the pallet lifts. 


For complete information on the 


Varec Fig. 2000-61 ALL-WEATHER Breather Valve, 


write for Varec Bulletin No. CP-2701, Dept. NPN-1500-1. 


THE VAPOR RECOVERY SYSTEMS COMPANY 


2820 North Alameda Street - 


Branches and Representatives in Principal Cities 


TRADE ® MARK 


Compton, California 
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WHAT’S 
NEW 





Treated sponge 


. .. is a self-contained applicator, loaded 
with detergents and water-activated sili- 
cone and waxes. The new Prestone 
sponge is being advertised to consumers 
with the slogan: “Deep wax your car 
in minutes as you wash it.” Union Car- 
bide Consumer Products Co., 270 Park 
Ave., New York 17, N.Y. 


instant flat fixer 


. called “Redi-Spare” seals the punc- 
ture and inflates the tire at the same 
time. An aerosol container injects butyl- 
latex liquid and compressed air into the 
flat tire without jacking up the wheel. 
Consolidated Aero-Tech Corp., 1184 
Chapel St., New Haven, Conn. 


Voltage regulators 


. . . of the universal type have been 
added to the Autolite line for 1950 and 
later models of domestic cars and trucks. 
Line includes five 6-volt and six 12-volt 
models and one for use with alternators. 
Electric Autolite Co., Toledo 1, Ohio. 


Gasoline filter 


. . is an in-line unit claimed to offer 
30% greater capacity in trapping sludge 
and water. Three models have hose-type 
clamps; two have threaded fittings. Lee 
Filter Corp., 191 Talmadge Rd., Edison, 
N.J. 


Wax-polish line 


. . . has been introduced by Simoniz as 
the Golden Vista line to commemorate 
the company’s golden anniversary year. 
Includes three new products: a wash-and- 
wax at $1.95; a cleaner-wax at $2.50; 
and a cleaner-polish at $1.89. Simoniz 
Co., 2100 Indiana Ave., Chicago 16, Ill. 


Counter display 


. . . for Christmas lamps is designed for 
smaller retail outlets. Contains 138 of 
the new G-E outdoor, transparent-coat- 
ed, twinkle and steady-burning Christ- 
mas lamps, price-marked and identified. 
General Electric Co., Nela Park, Cleve- 
land 12, Ohio. 


impact wrench 


. . . for fast tire mounting, operates by 
manual power alone. Trade-named 
“Swench” (after Oscar Swenson, inven- 
tor) new tool is priced from approxi- 
mately $40 to $795. Marquette Div., 
Curtiss-Wright Corp., 1145 Galewood 
Dr., Cleveland 10, Ohio. 


Light-bulb kit 


. . . for emergency use consists of three 
small lamps in a Tenite plastic sleeve 
that fits in glove compartments. The 
lamps can be used to make immediate 
replacement of burned out stop, tail, sig- 
nal, or parking lights. Westinghouse Elec- 
tric Corp., Bloomfield, N.J. 


Heavy-duty lamps 


. . . for fleet service are said to deliver 
up to three times previous rated life. 
The complete line consists of two head- 
lamps, a dual and a standard 7 in., 6 
miniatures, and four direction-signal 
flashers. Tung-Sol Electric Inc., Newark, 


Lamp display 


. and storage cabinet is a steel unit 
with plastic drawers. Drawers are fitted 
with dividers and have a total capacity 
of 500 lamps. Offered to dealers with a 
suggested order of 100 Eveready minia- 
ture lamps and four Magnet-Lites. Union 
Carbide Consumer Products Co., 270 
Park Ave., New York 17, N.Y. 


Retread compound 


. . is claimed to be a super-premium 
stock. New material, according to man- 
ufacturer, will give 53,000 miles of wear 
in the kind of service in which regular- 
grade tread rubber lasts only 30,000 
miles. Tread Rubber Sales Dept., Lee 
Rubber & Tire Corp., Conshohocken, Pa. 
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Tires-Batteries-Accessories 





Nylon-rayon tire 


. introduced by Seiberling is said to 
conbine the extra strength of nylon with 
the riding comfort and reduced vibration 
of rayon. Seiberling claims the new con- 
struction, trademarked “nytex” and pat- 
ented, eliminates the temporary out-of- 
round characteristic of nylon tires known 
as “morning thump.” The new tire will 
be marketed initially in the original- 
equipment price range. Seiberling Rub- 
ber Co., Akron 9, Ohio 


TBA Suppliers . . . 





Blakely Oil Co., Phoenix, Ariz., has 
introduced a new line of private-brand 
tires (made by B. F. Goodrich) through 
its chain of 70 service stations in Ari- 
zona. Blakely, which advertises its tires 
at prices that include all taxes, expects 
to move at least 100,000 of them this 
year. 


& 

Armstrong Rubber Co. has started 
construction of a new tire plant in Han- 
ford, Calif. When completed early next 
year it will add 25% to Armstrong’s 
present national output of 12,500,000 
tires annually from plants at West Haven 
and Norwalk, Conn., Des Moines, Iowa, 
and Natchez, Miss. 

e 

Champion Spark Plug is offering an 
original and spectacular first prize in its 
new contest for consumers, dealers, and 
salesmen. It’s the use of an airliner and 
crew to carry 12 people on a two-week 
vacation trip anywhere in North Amer- 
ica, plus $5,000 to spend. A long list 
of luxury goods makes up the rest of 
the 1,160 prizes. 

° 

Final report of the Rubber Manufac- 
turers Assn. for the year 1960 showed a 
total of 68,534,890 passenger-tire re- 
placement shipments, up 2.54% from 
1959. Truck tires fell off 7.72% and 
tread rubber about 2% for the year. 


e 
United States Rubber Co. ieports it 


has sold over 350,000 of the new 2-ply 
passenger tires on the domestic replace- 
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ment market. So far they’re made pri- 
marily for compact cars. 


* 

Seaside Oil Co., California indepen- 
dent, now markets Armstrong tires along 
with its private-brand battery line. Sea- 
side has also instituted a new 12-month 
credit plan for TBA purchases. 

oS 

American Petrofina has signed up to 
handle the Firestone TBA line on a 
sales-commission basis. Petrofina thus 
has two commission deals, one with 
Goodyear and one with Firestone. The 
company markets in about a dozen states 
through some 2,000 outlets. 


e 
Pure Oil Co. has added a Butyl-rubber 
tire to its private-brand line, thus be- 
coming the first oil company outside of 
the Atlas group to take on a Butyl tire. 
o 
Standard of Ohio, long a hold-out for 
a single-price-level tire line, has finaliy 
surrendered to the persistent low-price 
trend. Sohio has taken on the Atlas 
Grip Safe, designed to meet the price 
empetiticon cf second- and _ third-line 
tires. 
e 
General Tire has added the Willard 
brand to its line of batterizs. Dealers 
now have a choice of the G:neral or 
Willard battery or both. 
e 


Studebaker-Packard is now in the ad- 
ditive business through the acquisition of 
Chemical Compounds Inc., of St. Joszph 
Mo. Chief product is STP, a packaged 
motor-oil additive described as a viscos- 
ity-index improver. 

a 

Union Carbide Consumer Products Co. 
is offering a new kind of tool as a pre- 
mium with an Eveready headlamp pack- 
age. The tool is an Eveready magnetic 
Grip-Stick for recovering small parts and 
tools in cramped areas. It consists of a 
plastic and metal rod tipped with a 
magnet. 


e 
Gulf Oil Corp. has added a new Nylon 
tube-type truck tire, called the Super 
Traction King, to its TBA line. The new 
tire is made in two tread designs. One, 
the Traction-T tread, for the 6-ply com- 


mercial sizes has skid-resistant tread- 
sipes. In the 8-ply to 12-ply sizes, the 
Safety-Lock design is a_ self-cleaning 
tread with wedge-shaped grooves. 

% 

Newest thing in premiums is the West- 
inghouse automatic electric sheet. The 
sheet is offered by the lamp division 
with each order for 24 Safe-T-Beam 
headlamps, price $46.69. 


TBA People . 





Allen R. Hotchkiss has been named 
director of training for the replacement 
sales division of the Electric Autolite Co. 
In his newly created post Hotchkiss will 
conduct a continuing training program 
for Autolite salesmen. He joined the 
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Autolite sales staff in 1946 and has been 
a district manager for the past five years. 
” 


Cecil E. Newman has been named 
Los Angeles zone manager for B. F. 
Goodrich. He succeeds W. S. Seliger, 
now account executive on special brand 
accounts. Newman has been with Good- 
rich since 1929, most recently as zone 
manager at Portland, Ore. 

a 


R. H. Crum, TBA manager of Esso 
Standard, with headquarters in New 
York, has been named TBA coordinator 
for all of the marketing divisions of the 
new Humble organization. 


William M. Walker Jr., has been 
named general manager of United Mo- 
tors Service Div. of General Motors. He 
succeeds Roland S, Withers, now sales 
manager of the Buick Motor Div. Walker 
was executive assistant to the UMS 
general manager since July, 1958. 


* 

Mark A. Fuller, former advertising 
manager of Fram Corp., has established 
his own company as manufacturer’s rep- 
resentative in the New England area, 
handling a line of automotive products. 
His address is 78 Promenade Ave., 
Warwick, R.I. 


e 
Ross F. Nielsen has been named as- 











VUOP QUALITY ADDITIVES AND 


ot ©] —| So 1 | 
ADDITIVES 


improve stability 
of fuel oils. 
Driacin® ... Polyflo * 
100, 120, 121, 130 


Ot ©) ad ad 4: 
eo} 7 Vong k's wae). s-) 


prevent gum formation. 
UOP Copper Deactivators, 
Regular and AW ® (50) 


ANTI-ICERS 


prevent engine stalling 
due to carburetor icing. 


Unicor LHS ®, and Calor*. 


PROCESSES FOR 
BETTER PRODUCTS 


Universal Oil Products Company 
offers a wide range of chemical 
additives for petroleum products and 
rubber goods that enhance the 
quality and add sales plus’s in the 
marketing of these products. 


RUBBER 
ANTIOZONANTS 


prevent ozone deterioration 
of rubber goods. 
UOP 88 ©, UOP 288 


ANTIOXIDANTS 
stabilize gasoline and lubricants. 
UOP Nos. 4*, 5*, 5-S*, 7°, $.7*, 88, 

88-S°, 216* and 225°. 


ad ete) 8) 


REFINING 


od 3 4 O01 OF 8 - B-) 8) 
enable refiners throughout the 
free world to produce top 
quality petroleum products. 


*Trademark of UOP 
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sistant manager of Champion Spark 
Plug’s automotive technical services de- 
partment. Formerly manager of field en- 
gineering for the Chek-Chart Corp., 
Nielsen joined Champion in 1956 as 
service engineer. He will supervise 
Champion’s technical service school and 
its field-engineering staff. 


William S. Conklin, formerly acces- 
sory and antifreeze manager at Standard 
of Ohio, is now handling sales promotion 
at Pure Oil for special markets including 
TBA, motor oil, truck stops, fleet, car- 
dealer, and industrial sales. 


Gene Almy, formerly TBA manager 
of the American Oil Co. of New York 
and Baltimore, is now in charge of TBA 
budget sales for the new American Oil 
Co. of Chicago, successor to his former 
company and Standard of Indiana. Almy 
was at one time petroleum sales man- 
ager for Mansfield Tire & Rubber Co., 
Mansfield, Ohio. 


e 

L. B. Sloneker, TBA manager at Phil- 
lips Petroleum, suffered a broken hip 
from a fall on the ice in Indianapolis in 
mid-December. He'll be on crutches for 
a few weeks and meanwhile is doing 
some business and playing some cards at 





IT TAKES TAILORED GASOLINE 
TO SUPPLY TOP PERFORMANCE 


A lot of people work mighty hard to 
make the petroleum products you sell 
perform to the utmost satisfaction of 
your customers. Among these are the 
chemists at UOP who created the anti- 
oxidants which, when added to your 
gasoline and lubricants, keep their 
quality intact all the way to your cus- 
tomer’s engine. Such problems as gum 
formation, stabilization of tetraethyl 
lead, color, andshrinking octane values 


in storage and shipment disappear 
when UOP antioxidants are used. 
These valuable fuel additives account 
for a very small part of the cost of 
the product, but they can make or 
lose a steady customer. 


UOP Products are available to all 
refiners and marketers the free world 
over. If you have a petroleum product 
quality problem tell your supplier. 


UNIVERSAL OIL PRODUCTS COMPANY 


® 


30 Algonquin Road, Des Plaines, Illinois, U.S.A. 


WHERE RESEARCH TODAY MEANS PROGRESS TOMORROW 
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his home, 928 Cherokee, Bartlesville, 
Okla. 
ra 
G. J. DeSilvio 
has succeeded Wil- 
liam S. Conklin as 
accessory and anti- 
freeze manager in 
Standard of Ohio’s 
TBA department. A 
one - time, fuel - oil 
truck driver, De- 
Silvio spent five 
years at Fenn Col- 
lege night classes, 
became a market 
ae analyst, and then 
moved into the TBA department to de- 
velop brake and tuneup programs, 
e 
Hillary Carroll is now manager of the 
Lee Tire factory branch at 1369 Boyls- 
ton St., Boston. He was formerly vice 
president and general manager of the 
General Tire Co. of Delaware, and 
before that was store manager for Fire- 
stone at Brockton, Mass. 
¢ 


Kenneth B. 
Hawthorne has 
named general pro- 
duct manager for 
the U. S. Tires di- 
divison of United 
States Rubber Co. 
He directs all acti- 
Vities concerned 
with the USS. 
Royal line of tires, 
tread rubber, bat- 
teries, and acces- 
sories. He was for- 
merly director of general promotion for 
Johnson and Johnson. Hawthorne began 
his merchandising career with National 
Dairy Products after serving as naval 
aviator in World War II. 

rs 

William Sewall, formerly manager of 
special-account sales for B. F. Goodrich 
is now writing a monthly column for 
Modern Tire Dealer. As TBA editor, 
Sewall will discuss the merchandising of 
TBA products and services in the auto- 
motive aftermarket. 

2s 


Alfred N. Watson has been elected 
vice-president of marketing services for 
United States Rubber Co. He was former- 
ly vice president of Alfred Politz Re- 
search Inc. His new responsibilities in- 
clude market research, advertising, and 
public relations. 


Hawthorne 


Fred H. Geyer, formerly sales manager 
of C. E. Niehoff & Co., has been ad- 
vanced to vice president in charge of 
public relations. His principal activity 
will be to act as good-will ambassador 
for the company. He has been with Nie- 
hoff since 1933. At the same time Richard 
W. Boland has been named general sales 
manager for domestic sales of ignition 
parts, ignition testing equipment and 
brake parts. 
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“Am I glad I had him make a check! He 
found four electrical explosion hazards!’ 


“Saved us money, too. When we planned on moving our 
pump motors outdoors, I thought we'd need the same kind 
of explosion-proof electrical equipment we had indoors. 
Turns out we don’t . . . because we're moving from a 
Class I Division 1 to a Division 2 location, under the Na- 
tional Electrical Code. The Crouse-Hinds man caught that 
...and it saved us plenty. 

“No telling what he saved us on our other plans, though. 
Maybe our lives. We wanted to convert a room into a control 
center, complete with valves, flow meters, and so on. The 
Crouse-Hinds man found four spots that needed Division 1 
equipment that we’d overlooked. 


“The point is . . . it takes a specialist to tell the dif- 
ference. I know we'll never change our explosion-proof 
electrical equipment around again without calling in the 
Crouse-Hinds man . . . first.” 

A Crouse-Hinds field representative will be glad to look 
over your new plans or present plant. And he'll recommend 
exactly the right equipment for each area . . . drawing on 
the broadest line of explosion-proof electrical equipment in 
the world. 

Just call any office below. 


OFFICES: Atlanta Baton Royge Birmingham Boston Buffalo Charlotte Chicago Cincinnati Cleveland Corpus Christi Dallas Denver Detroit Houston Indianapolis Kansas City 
Los Angeles Milwaukee New Orleans New York Omoha Philadelphia Pittsburgh Portland, Ore. St.Lovis St.Paul Salt lake City San Francisco Seattle Tulsa Washington 
RESIDENT REPRESENTATIVES: Albony Baltimore Reading, Pa. Richmond, Va. 


Crouse-Hinds of Canada, Lid., Toronto, Ont. 
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Crouse-Hinds-Domex, S. A. de C. V. Mexico City, D. F. 


Peterco, Sao Paulo, Brazil 
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WHAT’S 
NEW 
IN 
PREMIUMS 





PLASTIC THERMOS bottles come in a va- 
riety of sizes. Features include handles 
on the cup-lid, sturdy polyethylene con- 
struction, and a pour spout. Prices are 
$1.39 for 1-qt. size, 92¢ for 10 oz and 
95¢ for the 1 pt. Landers, Frary & Clark, 
New Britain, Conn. 


MILK CANS are a miniature salt and pep- 
per set. Made of copper anodized alu- 
minum, the set is complete with a shelf 
for wall mounting. Cost is $5.40 per 
dozen. Aluminum Housewares Co., Am- 
bassador Building, St. Louis 1, Mo. 


UTILITY BOX is made of clear polysty- 
rene. Tight-fitting lid seals off the dif- 
ferent-sized compartments. Can be used 
as a tackle box or in workshop. Unit 
price is 30¢ when ordered in quantity. 
B. F. Gladding & Co., South Otselic, 
N.Y. 


ALL-PURPOSE KNIFE has a scissors, screw- 
driver, file, corkscrew, awl, can and bot- 
tle opener—and blades. It is 2% in. 
long and comes individually boxed. Unit 
price is 40¢ when ordered in bulk. Astra 
Trading Corp., 175 Fifth Ave., New 
York 10, N.Y. 


FOLDING BAG will appeal to the women. 
It has castor wheel on the bottom and 
side pockets. Ordered in quantities of 12 
doz., it’s priced at $2. Price depends on 
volume of order. Better Houseware Co., 
25-12 41st Ave., Long Island City 1, N.Y. 
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Premiums 


nei 


WOMAN’S RAINCOAT is made of white 
vinyl and has a detachable hood, belt. 
The set includes a matching umbrella. 
It is available in small, medium, and 
large. Men’s coat in grey or tan is priced 
at $1. Franford Umbrella Mfg. Co., 325 
N. 13th St., Philadelphia 7, Pa. 


* 


or 


oo 


SALAD BOWL is made of clear glass, 
comes complete with plastic fork and 
spoon. The bowl holds 4 qt. Handles of 
the fork and spoon are finished in a 
gold sriral design. Unit price is about 
$1 in bulk orders. Anchor Hocking Glass 
Corp., Lancaster, Ohio. 


PATIO CANDLE contains citronella, an 
insect repellent. Made in a variety of 
colors, it burns over 20 hours. Contain- 
er is reusable. Price is $3.25 per dozen. 
Empire Manufacturing Co., 1110 Grand 
Ave., Kansas City, Mo. 
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FEA NA 


MARKETOR 


. Clean, functional, uncluttered, low 48” profile. 





Large TV dial face, wide angle visibility, 
room for your brand panel. 


Eye-level slope dial for external overhead 
lighting. 








Flat glass dial window, easily cleaned, 
inexpensive to replace. 


Stainless steel top and side panels to reduce 
maintenance. 


Full-length door panels remove easily for 
refinishing. 


. Concealed, recessed base. 


. Single lever, fully automatic reset for one-hand 
control. 


Hose-nozzle reach of 1342 feet. 
Nonscuff roller hose guards. 


Easy pull cable reel hose retractor. 





. Time-tested, world-famous Xacto meter 
for split-hair accuracy. 


Exclusive spiral gear pump for quiet, 
efficient operation. 





Requires less island space (16” x 20%”) 
than any other dispenser. 


Plas \0W INITIAL COST * LOW MAINTENANCE COSTS » FAMOUS BOWSER QUALITY 


Available in single and two-outlet models for suction or 
remote pumping. Write today for literature. 


BOWSER, INC., FORT WAYNE, INDIANA 
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Du Pont 4", News 


Number 108 in a series of bulletins for the Petroleum Industry 


WHAT’S 
PLAYING 

AT THE MOVIES 
TONIGHT? 


Chances are, if it hasn’t already ar- 
rived at your local movie house or 
drive-in theater, the oil industry’s 
new travel development movie will 
soon appear in your marketing area. 
It’s called “Down the Road.” It’s 
a full-color, CinemaScope featurette 
narrated by Lowell Thomas and 
sponsored by the Du Pont Petroleum 
Chemicals Division to stimulate 
American families to greater interest 
in the grandeur and heritage of this 
nation. International distribution is 
being made by 20th Century-Fox. 


Highway Adventure 


For ten minutes, the screen becomes 
a thrilling coast-to-coast highway 
adventure — cruising through the 
Canadian Rockies, the sands of Day- 
tona, the Painted Desert, a little 
village in New England... visiting 
great cities like New York and New 
Orleans... watching parades and 
football games...sampling the 
riches of America’s culture and his- 
tory in a breathtaking series of flash- 
ing scenes. 

All this is made possible by the 
family automobile, the magic carpet 
of the American public. This Du 
Pont film also includes scenes show- 


ing the importance of the service 
Continued on next page 


wee ee 
A scene from the motion picture, “Down 
the Road.” Film encourages families to 
visit the scenic and historic beauties of 
the American continent. 
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Du Pont RP-2 controls pipeline 
corrosion for $0.0011 per barrel 


Every scraper run through a product 
pipeline costs you too much. 

Every hour lost in pipeline 
throughput, every filter replacement, 
every barrel of product made hazy 
by pipeline rust—they all cost you 
too much. 

There is an inexpensive way to 
cut these losses. As little as 1 to 3 
pounds of Du Pont RP-2 corrosion 
inhibitor, added to every 1,000 bar- 
rels of distillate, protects against 
pipeline rusting. 

Example: In a recent test, metal 
strips were inserted in a pipeline at 
various intervals up to 750 miles 
from the refinery. With only 2 
pounds of RP-2 per 1,000 barrels of 
gasoline ($0.0011 per barrel), 
corrosion control was satisfactory 


throughout the system. Many of the 
strips were entirely rust free even 
after 30 days. 


Marketing Advantages, Too 


What’s more, this is the same RP-2 
that (at slightly higher dosages) 
you can use to add several marketing 
advantages to your product — anti- 
stalling, carburetor-cleaning and 
surface ignition control. 

RP-2 is effective in automotive 
gasolines, fuel and diesel oils, avia- 
tion gasolines, jet fuels and other 
petroleum products subject to pipe- 
line transportation. 

Details on this low-cost anti-cor- 
rosion protection are available from 
your Du Pont Petroleum Chemicals 
representative. 


OVER . 
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Continued — Movies 


station in keeping the family auto- 
mobile running properly. 


You Can Tie In 


If you are interested in tying in your 
own travel promotion with this 20th 
Century-Fox film (as many oil com- 
panies already have), your Du Pont 
representative will gladly give you 
full information on show dates in 
your market areas. 

Prints of a second Du Pont film 
are available for group showings and 
for television use. It is called “High- 
way Holiday”, and is also available 
through your Du Pont Petroleum 
Chemicals representative. 





EASTERN 
REGION 
TECHNICAL 
MANAGER 


GEORGE A. FINN is Technical Man- 
ager of our Eastern Region, head- 
quartered in New York City. 

Dr. Finn has been with Du Pont’s 
Petroleum Chemicals Division since 
June of 1953. Prior to his present posi- 
tion, he was assistant to the Technical 
Manager in the Eastern Region. Ear- 
lier, he was Manager of our Gulf Coast 
Laboratory in Houston, Texas. 

In the past eight years, he has had 
extensive experience in working with 
petroleum products and additives in 
the division’s Gulf Coast and Eastern 
Laboratories and in the main Petro- 
leum Laboratory located at Carney’s 
Point, N. J. 

Currently, Dr. Finn is active in help- 
ing a number of refineries and gasoline 
marketers to evaluate the various anti- 
knocks now available, and to decide 
which are most economically feasible 
to provide desired octane numbers. 
Having experience with all three major 
antiknocks, TEL, TML and TETRA- 
MIx* antiknock compound, Dr. Finn 
can give impartial help on all anti- 
knocks. 

Dr. Finn is well qualified to help oil 
refiners. He holds a B.S. degree from 
Holy Cross, a Ph.D. from Notre Dame, 
and has considerable practical experi- 
ence in petroleum technology. 


* Trademark 


One man can easily carry an armful of 
lengths of “Delrin” acetal resin pipe. The 
2” pipe in 100 mil thickness, weighs only 
one-half pound to the foot. The pipe 
comes in 20-foot lengths, can be field-cut 


easily to special lengths. 


New lightweight pipe now 
helps oil men save money 


“What this industry needs,” it has been 
said, “is a corrosion-resistant, light- 
weight pipe for flow lines, gathering 
lines, water flood lines and salt water 
disposal lines.” 

Pipe dream? It was, until the recent 
arrival of a new kind of plastic pipe 
from Du Pont. It’s “Delrin” Acetal 
Resin Pipe, the first and only plastic 
pipe yet made which can withstand 
continuous pressure surging, even in 
the presence of oil. 

“Delrin” pipe is unique in that it 
actually grows stronger, under continu- 
ous surging to a peak pressure, than 
when subjected to the same peak pres- 
sure under steady, non-surging 
conditions. 


Corrosion Resistance 


This pipe resists corrosion, of course — 
inside and out. It is strong in the pres- 
ence of oil even at high temperatures. 
It is tough. It resists solvents. It resists 
weather and withstands underground 
burial. 
SALES 

Chicago 3— 

8 So. Michigan Ave 
Houston 2— 


705 Bank of Commerce Bldg...CApitol 5-1151 


Los Angeles 17— 
612 So. Flower St. 


New York 20— 
45 Rockefeller Plaza 


Philadelphia 2— 
3 Penn Center Plaza 


Pittsburgh 22— 

1 Gateway Center ATlantic 1-2933 
San Francisco 4—111 Sutter St.. EXbrook 2-1934 
Seattle 3—4003 Aurora Ave. N. . MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave..LUther 3-8581 


RAndolph 6-8630 


MAdison 4-1354 
212-CO-5-2342 


LOcust 8-3531 


OFFICES 


Even sour crude oil and salt water 
have no corrosive effect on “Delrin” 
pipe. 

Yet, it is lightweight and can be 
quickly installed in the field. Integral 
joints are made by a simple heat-fusion 
process, taking only about 25 seconds 
to complete —and the pipe can be 
operated at full pressure immediately 
afterward! 


Other Savings 


Shipping, storage and handling of 
“Delrin” pipe mean savings for you. 
Extensive test installations at eight 
leading oil companies have helped to 
prove out these advantages. Results 
of those tests led to the recent com- 
mercial introduction of this pipe by 
the Du Pont Company. 

If you would like further informa- 
tion on the economies of “Delrin” 
acetal resin pipe, please write to: 
Du Pont, Polychemicals Department, 
Wilmington 98, Delaware. 





In Canada—Du Pont of Canada Limited, Petro- 
leum Chemicals, 85 Eglinton Ave. East, Toronto 
12, Ontario HUdson 1-6461 


OTHER COUNTRIES: Petroleum Chemicals 
Division, Export Sales, Wilmington 98, 
Delaware PRospect 4-5009 


Better things for better living 
... through Chemistry 


Du Pont Lead Antiknock Compounds and other Petroleum Additives 


s OVER 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e@ MARKET OUTLOOK e@ MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Gasoline and kerosine demand gained consistently 
this winter and early spring. However, demand for all products declined because 
of losses in both distillate and residual fuel-oil sales page 147 


Market Outlook: No section of the country has been without retail gasoline 
price troubles. New gasoline pricing plans are hot topics. Independent-brand 
refiners seem to be in for some crossfire page 148 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts; trend 
analysis, industry statistics and price information. Here’s where you’ll find this data: 


TREND ANALYSIS PRICE INFORMATION 


Supply and demand Market barometer 

Market outlook Key crude oil prices 
Refinery/terminal prices 

STATISTICS Tank-wagon prices 

Petroleum indicators Prices in 55 cities 

State gasoline consumption NPN gasoline index 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 








STOCKS NPN PRICE AVERAGES* 
MILLIONS OF BBLS. YEAR AGO Refinery /Terminal 
240+ ye a eee, ee 


(¢ per gal.) 
22074 Apr. March April 
aao- GASOLINE * 1961t 1961 1960 


180 Gasoline 

i (regular) 11.76 11.79 11.30 

_ Kerosine 11.55 11.75 10.85 

140-4 2 Distillate 9.23 9.42 8.47 

an DISTILLATE Residual 482 499 4.61 
4 principal 

100-4 products 9.29 9.39 885 

ag Lube oil : 24.53 24.53 23.46 
rude at we 

60- RESIDUAL * ($ per bbl.) 2.89 288 2.87 


ee 
ee me? “ance 





40- seanuee 


*Weighted average price, princi- 
20-4 pal markets. Crude prices middle 
0 ise i of month, not monthly average. 














| | 3 
Mins Re aan tThrough April 14. 














1960 
* Hawaii included from March ’60 on. 





MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) April 1961* March 1961 April 1960 
Finished and unfinished gasoline (thous. bbl.) 223,176 226,449 216,100 
Kerosine (thous. bbl.) 26,494 26,006 20,547 
Distillate fuel oil (thous. bbl.) 86,634 89,677 81,755 
Residual fuel oil (thous. bbl.) 42,312 42,261 39,285 
Crude oil—B. of M. (thous. bbl.) 241,135 243,193 266,178 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,844 8,059 7,960 
Foreign crude included (thous. bbl. daily) ........... eres 947 1,011 958 
% ot refinery capacity operated 79.1 81.2 81.5 


Refinery Output 
Gasoline (thous. bbl. daily) 3,998 4,056 4,115 
Kerosine (thous. bbl. daily) 381 425 325 
Distillate fuel oil (thous. bbl. daily) 1,627 1,805 1,743 
Residual fuel oil (thous. bbl. daily) 830 912 880 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 7,238 7,345 7,038 
Crude oil imports (thous. bbl. daily) 853 1,129 1,063 


*Through April 14, except crude stocks, April 8. 
Source of Data: API Weekly Reports, except 1960, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month Year Ago 
Exports of crude and refined products (thous. bbl.) 5,149 (Jan.) 5,838 5,998 
Average station gasoline price, ex tax (¢ per gal.) 20.10 (April) 21.10 20.10 
Service station sales—all commodities ($-million) 1,367 (Jan.) 1,506 1,356 
Gasoline consumption (million gal.) 5,181 (Dec.) 5,148 5,103 
Passenger cars—domestic shipments (thous.) 351 (Feb.) 395 641 
Trucks and buses—domestic shipments (thous.) 68 (Feb.) 68 103 
Passenger car replacement tire shipments (thous.) 4,150 (Feb.) 5,955 5,257 
Replacement battery shipments (thous.) 2,823 (Dec.) 2,634 2,467 
Oil burner shipments (thous.) 40.3 (Nov.) 64.6 47.6 
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Supply and Demand 





Total Demand Drops from 1960 


Fuel-oil volume losses offset 
gains of gasoline and kerosine 


ASOLINE and kerosine requirements gained 

consistently through the blustery winter and 

early spring. They are in line with earlier forecasts 
of demand. 

Refinery shipments of distillate fuel oil were high 
in January and February but dropped sharply in 
March, bringing demand for the first quarter below 
that of 1960. Residual-fuel-oil use was lower in all 
three months. 

However, realizations on fuel oil were generally 
better than last year (see report, page 65). 

Total demand for the four products through the 
first quarter was about 2.1% lower than in 1960. 

High crude runs through January and February 
and into March brought distillate-fuel-oil inven- 
tories to nearly 90-million bbl. on March 31, about 
15-million bbl. higher than a year ago (see chart). 

Indicated demand for gasoline in the first quarter 
reached 3,839,000 b/d, 1.6% larger than actual 
requirements of 3,778,000 b/d in the first quarter 
of 1960. Earlier forecasts of gasoline demand for 
the 1961 period were 3,835,000 b/d. During stormy 
January and February, gasoline use was higher than 
it was the year before. Requirements for May, June, 
and July may exceed 4.5-million b/d, some authori- 
ties believe. 

Kerosine demand in the first quarter averaged 
501,000 b/d, 1.6% above the actual use of 493,000 
b/d during the first quarter of 1960. The continuing 
gain in the needs for this product results from its 
growing use in commercial gas-turbine aircraft. 

Distillate-fuel-oil shipments from U. S. refineries 
in the first quarter are indicated at about 2,624,000 





Distribution of U.S. Distillate-Fuel-Oil 
Stocks by Refining Districts, 
March 31, 1960-61 
(1,000 bbi., API data) 
March 31, March31, Change 
District 1961 1960 bbl. 
East Coast 
Gulf Coast 
Total Coastal 





27,582 23,475 
11,609 11,579 

39,191 35,054 
Ind.-lll.-Ky. 


16,046 
Minn.-Wis.- 

Daks. 4,551 
Okla.-Kans.-Mo. 8,305 
Rocky Mts. 2,277 
Other Inland 6,741 
Total Inland 37,920 
U.S. except 

West Coast 77,111 


West Coast 12,566 
Total U.S. 89,677 


++1 ++ +4+++ 
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Million bbl. end of month 
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| Trend of U.S. Distillate-Fuel-Oil 
|___ Stocks through Heating Seasons 
of 1959-60 and 1960-61 
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b/d, nearly 4.2% less than actual needs of 2,738,- 
000 b/d in the first quarter of 1960. Heavy use of 
this product in many sections in January and Feb- 
ruary, compared with the year before, was more 
than offset by the drop in demand in the relatively 
mild March. 

Second-quarter forecasts demand for distillate 
fuel oil of 1,440,000 b/d may be on the high side. 
Actual demand during this period in 1960 was 
1,315,000 b/d. 

Use of residual fuel oil continued to decline 
during the first quarter. The indicated volume of 
1,869,000 b/d was 7.2% less than actual demand 
of 2,014,000 b/d during the same period in 1960. 
Demand for the second quarter is estimated at 
1,400,000 b/d, below actual use in the same period 
in 1960. 

The drop in volume of distillate and residual fuel 
oil in the first quarter more than offset the gain in 
gasoline and kerosine. Total requirements for the 
four products of 8,900,000 b/d were less than 
actual use of 9,023,000 b/d first quarter 1960. 

Gasoline stocks March 31 were 226,336,000 bbl., 
compared with 222,691,000 bbl. on March 31, 
1960. Current inventories at East Coast and Gulf 
Coast refining districts are nearly 6.5-million bbl. 
higher than a year ago. Stocks in inland refining 
districts are over 3-million bbl. less, in the West 
Coast district over 2-million bbl. less. 

The early upward turn this spring in distillate- 
fuel-oil stocks emphasizes the need for further re- 
ductions in crude runs to stills this summer if these 
inventories are to be kept in balance with demand 
by fall. Only in recent weeks have crude runs been 
below 8-million b/d. For the first quarter they 
averaged 8,250,000 b/d. = 





Market Outlook 





Variety ls the Spice of Price 


PINBOARD of retail gasoline price-war areas since the first of the year would 

look like a well-used dart board. No section of the country has been without 
its spot of trouble, and the Midwest seems to have had more than its fair share 
of price cutting. 

It’s in the Midwest, too, where criticism is found to be bitterest over new retail 
gasoline pricing plans. Champlin’s senior vice president for marketing, R. B. 
Thomas, says such plans will not relieve the chaos they are intended to stop unless 
they work upward from so-called unbranded prices. (For details of Thomas’s talk, 
see page 72.) 

Maybe the Midwest is headed for another summer of bargain gasoline. As 
Thomas sees it, there will be a tight relationship between major-brand and private- 
brand product at the pump. His word to the private-branders is that they should 
not expect more than a 2¢ differential. It could become less, he said. 


But the most uncomfortable position this summer could be the lot of the 
independent-brand refiner. In that often hotly contested no-man’s-land between 
major and private brand, the independent refiner must hoist his flag. When the 
shooting starts, his flag could be shot full of holes from both sides. 


A New Impact from a New Pipeline 


Later this year the lower-Wisconsin market will lose its separate identity from 
the Chicago market with the opening of the West Shore Pipe Line to Green Bay. 
The pipeline is expected to put Wisconsin buyers virtually on a Chicago-plus basis. 

Pipeline impact on midcountry product pricing has never been more powerful 
than now. First came Texas Eastern’s Little Inch into Chicago from the Southwest, 
which brought Midwest suppliers around to keeping a sharp watch on the economics 
of Gulf-plus tariff. Then came Mid-America Pipe Line bringing a new trend toward 
delivered-destination pricing for propane as opposed to the time-honored FOB 
Tulsa. 


Accentuate the Positive 


Mid-Continent refiners would like to boycott the term “No. 2 heating oil” during 
the warm months. They emphasize that No. 2 is also diesel fuel. There’s every indi- 
cation that the farm diesel market is a booming one. So, until Labor Day, call it 
“No. 2 diesel fuel.” 


Key Crude Oil Prices ~ (as of Apri 15) NPN Gasoline Index 


United States Dealer T.W. Tank Car 
California 
Wilmington, 31 gravity A (cents per gal.) 
Texas ? April 15 J 12.61 
Be sour, 36 gravity ...... 2.79-2.93 Month earlier ’ 12.85 
Oklahoma sweet, 36 gravity ...... 2.62-2.97 Year earlier ; 12.30 
Williston Basin 
North Dakota, 36 gravity ......... 2.47-2.87 
Pennsylvania Dealer index is an average of dealer tank wagon 
ue flat Coe eereesesseesreeseses 4.80 prices ex tax in 50 cities. 
Alberta 
Pembina, flat Tank car index is weighted average of following 
Venezuela i FOB 
Bachaquero heavy, FOB La Salina, wholesale markets for regular-grade gasoline, 
uaaeea his waane seh Sue ek pak OES Res won 1.85 refineries or terminals: Oklahoma, Chicago District, 
Pension aisit, FOR Res Tenure Minneapolis-St. Paul, California, Philadelphia, Jack- 


ATENIAN, DE GION ones ovcicnccicr caves 1.80 sonville, Boston and Gulf Coast. 
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Market Barometer 





REGULAR GRADE REGULAR GRADE 
GASOLINE 


NO. 2 


COASTAL 
30 GRAV. LOW COLD 


36 GRAV. MID-CONT. CRUDE 


CENTS PER GALLON 
CENTS PER GALLON 


YEAR 53 55 57 59 JFMAMJJASOND YEAR 53 55 57 59 JFMAMJJASOND 
1961 1961 
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1.20 1.20 
SPREAD: SPREAD: 
1.00 PRODUCTS OVER CRUDE 1.00;-> OVER CRUDE 


.80 -80 
60 .60 


YEAR 53 55 57 59 JFMAMJJASOND YEAR 53 55 57 59 JFMAMJJASOND 
1961 1961 


| 


Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN’‘s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
April 17. Last previous listing: Mar. 15. 


Motor Gasoline 


Gulf Coast hee: 
100 oct. prem... 

99 oct. prem 

98 oct. prem 

97 oct. prem 

95 oct. prem 


'90 oct. prem 
87 oct. reg. 


‘Boston, Mass. 
Prem. grade -2A-18.2 
‘Reg. grade 13.24-15.7 


‘Buffalo, N. Y. 
"98 oct. prem..... 


14.25W-14.75 


$.c, 
Prem. grade 
12.25W-12.75 


Reg. grade 


Chicago, Ill. 
99 eek prem 
98 oct. prem 
97 oct. prem 
92 oct. reg 


Detroit, Mich. 
ees  14.25-14.5 
oct. reg. 12-12.25 


jouston, Tex. 
Prem. grade IBY -16. 25 


Reg. 
do 11.5V 


Jacksonville, 
Prem. grade 
Reg. grade 


Miami, Fla. 
Prem. grade 
Reg. grade 


Minneapolis-St. Paul 
99 oct. prem... .. 
91 oct. reg. 13 
Mobile, Ala. 
Prem. grade 


Norfolk, Va. 
Prem. grade 
R ad 


17.5-18.7 
--14,5-16.2 


Philadelphia, Pa. 
Prem. grade 
Reg. grade... 


°.1225-13.9 


annah, Ga, 
Prem. grade 14.25W-14.75 
Reg. grade 12.25W-12.75 


Tampa, Fla. 
Prem. grade 
Reg. grade 


14.25-16.8 
12.25-13.8 


Wilmington, N. C. 
Prem. grade 14.25W-14.5 
Reg. grade 12.25W-12.5 


Okla. (Okla. 
99 oct. prem.. 
91 oct. reg. 


Sart a6. 5 
13.25-13.5 


Okla. Group 3 (Northern 
9 9 oct. prem... ..15.25-16. 
91 oct. reg.......12.5-13. 5 


150 


orth/Dallas, 

Re ae a6. 25 
13.25-13.75 

60 oct. & 


New Mexico/West vant) 
. -14.75-16.25 
12.75-13.99 . 


5 
0 oct low. .11.75-12.5 


Ark. (For am to Ark. & La.) 
99 oct. prem.....14.5 

94 oct. prem.....12.75 

92 oct. prem... ..12.25 

91 oct. prem... a 

89 oct. prem.....11.5 

86 oct. reg. 

84 oct. reg. 


Kans. (For Kans. + re enly) 
99 oct. prem... ..16.5 
91 oct. reg. 13. 


Olli City 
98 oct. prem.... 


.14.75-15 
93 oct. reg. .25 


California—Los Angeles District 


Rack: 
100 oct. prem... .13.3W-14.5 
98 oct. prem .8Y-15.7 
94 oct. prem .8YV-14.6 
10.8W-12.65 
~12.6 


14.5 
-15.7 
-14.6 
~12.65 
3V-12.6 


Tank Truck (400 gal. or more) 
98 oct. prem... . .21.3-22.3 
88 oct. reg. 17.8-17.9 


San Francisce District 

Tank Truck _ Lee or aoe 
98 oct. prem.. 

88 oct. reg. oi. 1 


Distillates & Fuels 


Gulf Coast Cargoes 
ait w.w. kero. .9.625W-10.75 
No. 2 fuel 9v- 
53-57 d.i. gas oil..9.375W-10.25 
48-52 d.i. gas oil..9.25W-9.75 
43-47 d.i. gas oil..9.125W-9.625 
Bunker C fuel... .$2.20W-2.40 
Bunker C fuel 

max 1% sult, -$2.45-2.55 


Albany, N. Y. 
Kerosine, No. 1. .11.4W-11.7 
No. 2 fue -4V-10.7 
$3.73W-4.20 
$2.72 
Baltimore, Md. 
Kerosine, No. 1..11.4W-11.5W 
= ye 15 ri oY 
10. woe. 25V 


Diesel oil, shore 


Baton La, 
Kerosine, No. 1,.11.4 
No. 2 fuel. ......10 
Oteest oil, shore 


bunkers....... 


Boston, Mass. 
Kerosine, No. 1. .11.2W-11.6 
No. 2 fue .2W-10.6 


bunke: 


Kerosine (a) 
Diesel fuel (a)... 


12, 
ons au. 3v 
No. 2 fuel (a)....11.5 
No. 5 fuel.......9.15 
fuel 


No. 6 8.15 
(a) Prices of some sellers to bulk come 
mercial consumers are 0.15¢ higher. 


a one ne $2.49 


are mt No. i, erg aay 


No. "6 fuel, low 

Gia kccushe 7.65 
No. —_ high 

su 


0. 6 fu 
Delivered Cieveland 


Corpus Christi, Tex. 
No. 6 fuel, no 

sulf. guar......$2.43 

do barges $2.40 
Bunker 

bunkers 


Detroit, 

N 10.75W-11.25 
No. 2 fuel....... 9.75W-10.25 
No. 5 fuel.......9.1 
No. 6 fuel.......8.6 


— he a. it. ait 


4 
Rese, Na -12.1-12.9 
No. 2 fuel. . 


sulf. guar. 
do Polen} 


unkers.... 
Bunker C, 
bunkers 


sel, 
unkers,......$5.292-5.376 
Bunker C, 
bunkers....... $2.37 


Minneapotis/St. Paul, Minn. 
Range oil, No. 1..11.43W~-11.68 

0.43'V-10.68 
= 


Heavy Diesel, 
bunkers 


New Haven, 
Kerosine, No. 1.. 


suif. guar. besose 
do barges 
Light Di 


bunkers. ......$2.30 
New York Harbor 
—— We Bae 
do barges 
= 2 TO. .cce 
rges..... 779.95W-10.4W7 


jo bar; 
Diesel oi shore 
10.8¥-10.9V 


$3.53 yh 
.35Y-3.99 
: 


Norfolk, 
oem ol Vo. 1. -11L.3W-11. 
10 ua 
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Refinery and Terminal Prices 





Keron No.1 1L.SY wad win — Tank Car: Lubricating Oils 
AW, = w. 
10, 


10.375W-10.625V 


Bt i i Western Penna. 

jo barges. .... 9.75W-10.25W Diesel. 10W-10.5 SN j 

sar! oil, shore 7 y a Neutrals—No. 3 Col. Vis. at 
pla ° 


va. Ca Hep eae 


2 
16 vi. 14a 400 wo 405 ast 
..$2.50-2.68 25 p. . 


Seaaals’ 
Tank Truck (400 gal. or more) 146 to 165 ve. at 210, Ne. 8 Cel. 
40- . 


stocks 
s.f. filterable. > 
50 s.r. 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, r 3 stock, vis. at 210° neutrals, 
vis. at 100° 0-10 p.p. 


ansas destinations 
ts 4 es wens Diesel—PS 
10.625V-11¥ Bunker C—PS 
& w di. 400 
Mn asases 9.5V 


Seattle, Wash. 
Diesel—PS 200.. .$5.55-5.59 4 
= C—PS 


Ark. (For shpt. te Ark. & La.) 
42-44 w.w. 


bunkers....... $2.71 


paren, Nari 1..11. : 11.6 
No. 11.2 


~10.6 


Bs 


BS Bs 


Savannah, Ga. 
parece, He. 1. -12.6-12.9 
uel 12.4-12.7 


ulf Coast 
Solvent Refined Oils from 
tinent grade crude: FOB ship at out for 
export. 
Bright Stock, vis. at 210 
150-160 
0-10 p.t. 95 v.l....26-27 


canoe Olls—Vis. at 100; 85 v.1. 0-10 p.t. 
100 vi 22. 


5-23.5 


35 
3 
$5. 
$8. 
v4 
$2. 
$5 
$8. 
--$4. 
$2. 


Bs BS BS 


Tampa, Fla. 
Renaite, No. 1. .12.25-12.7 ‘ : it ° 
No, 2 tel 12-12. 3640 grevity fuel 10.28 Natural Gasoline enintiiiie 
Vis. at 100° F., FOB S. Tex. refineries for 


Gali la—Los Angeles Dist. Prices ue to blenders on freight basis domestic and/or export shipment. 
jown: ments in nk cars oF 
Stove dist. lines may riginate in any Mid-Continent Pale Oils 
Tas anne’ 8.25-12 S istrict. Prices on — last sale unless 
PS 200... 7.75-11.25 Se 
u FOB Group 3 
pe 300 aa ~ $2.90 oa 26-70 
a=» oe $2. 10-2.45 : 
FOB Breckenridge, Tex. 
be 26-70 
¢ 


oon $2, 10-2.45 LP-Gas 


bow (Okla, shpt.) Tonk Tresh (000 Predusend = een prices, tank cars 
Ww. or more, ansport truc 
10.625V-11¥ 40-30 w.w. - , ~ York 
kerosi * _  DPEPEETe 8.3V-8.55V 
~10.75 ist. Phitedelphia Vaasa 8.05V 
rye 75 PS 100........ 15.8 Oklahoma 
-9.7: yf Diesel Group 3....... 3.5V4V 
PS 200... — — 14.3 Baton Rouge..... :: 625V 


Ps 
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Tank-Wagon Prices 





Prices for gasoline do not include taxes; they Kerosine tank wagon prices also do not in- 
do, however, include inspection fees, amounts clude taxes; kerosine taxes where levied are 
of which may be obtained by writing to NPN. _ indicated in footnotes. Discounts, if any, are 
Gasoline taxes, shown in separate column, in- shown in footnotes. These prices in effect 
clude 4¢ federal, and state taxes; also city and April 15, 1961, as posted by principal mar- 
county taxes as indicated in footnotes. keting companies at their headquarters’ offices, 

but subject to later correction. 


Mobil Oil 


New York City 


on 
ae et tee tat tet et et pe 
PION LLaDa 


ne et a et el et fe lt ft fe lp 


Mmwowmrwoww: PomoMwowoONNNNA 
pnt pmo po ont pus 
MPM WwwP 
meron 


+ RMD Wwumnwenmng 
onl Cd 


* WEwennwre: SN! 
woroeNoON Now woe: oo: wo: : 


_ 
ND 

il ded ted de ietet tlt 

1 MROWONNH He: ee. 


ua 
uo 


ctr vd ROO ESSSR = 
Burlington, Vt.. 
Es cabkintschexghinantie oe 
*Com. cons, t.c. prices 0.15¢ higher. 


ios NYC prices are ex 3 ity sales tax; Syracuse prices ex 2% city sales tax. 


of 200 oo pape bil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—Al! points, tw. less 0.5¢ for deliveries 


Notes: Premium-grade tw. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other te. prices FOB bulk terminals, 





Ft hat het tat bat ek kf» 
Pat te tt pt ptt tl 
eT — 

a 
ek el le 
NOCOCOFKOoSo°oK Knee . ar) 
SO 09 > SI WON 00 Ol Wo ee PO EN ° ‘ 2 


RS ! nds 16.0 
Suen a oe x iet e 


ee ll leekandart 
Dee et pe at Se ee 
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Atlantic Esso 


Standard 


ieonts dF errr 


Refining 


<i 


out ba pap Ot Od fd OO Om 
as os ot at pt bd oot at pt to eh 


rs 
+ APNAMNAA NS ee - : ‘ ao! 
* BUH Ose DOWOwW: - ee 
eeeee 
° cecee _- 
1 AOPanumor : : : _ an 
* We OWwWDogds: + ® ° 


Sooo o COSCO OOO OOMMOSO OOOO OOOOOO 
«ot tt tt tt tk ks 


me OOOO SO OOO OOO OW re ee et et tt ht pt rt pe 


AM OW DOM WWOHNMGLICICOMMMINOD 





ae at tet at el ee fl 


Charlotte, N. C.. 
Jacksonville, Fla... . 
Miami 


rt 


oe and tee taxes only. 
b—-Fair-trade minimum service station price. avec ° : 
¢—Falr-trade minimum service station che : (ite ic ngacororsvoenane ~ 


*Prices apply for kerosine only. 
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Motes: Premium-grade t.w. prifes 3.5¢ ebove regular. Kerosine—Penna. add 1¢ Newark, N. J....... on eno oo eo ow co sccceccececcocsces or 
for’t.w. deliveries under 150 gal at ien—Ai deliveries BamMeIe, FEE... cccrscvercrcccccccoccescce eccccccce coms 
gal, 2¢ for under 100 gal. ssitaimnanaaes ae om Washington, D. C. 1,050 gai minimum...............+ ocece 


Funes: Louisiane barpstte peluse do nat Grande tf cite ten. 
Notes: Kerosine/No. 1—A and Newark are for deliveries 
Dy aby for 100-299 gai, 2¢ for,less than 100 gal. Premium-grade t. 
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Tank-Wagon Prices 


American Standard of Ohio 


Oil Co. Red Crown Gasoline onutien Sohio Extron Gasoline (Revular Grade 


Standard of Dealer Cons. —— Kerosine 
Division) T.W. poe . 


16.8 18:3 
16.8 18.3 
eos 19.8 
cove 19.2 


sake a 9 
15.7 
i8°6 
18.9 
16.9 18.4 
a) See below rices 4 4 
bad pod ey mente as bey * ores ws F jotes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 al or was br 50-99 gal, add 
100-388 400 gal 1-749  760-1,499 1,500 gal 1-1,499 1,500 gal “we 1-49 gal, ad add 4 Premium-grade prices: consumer tw. & S.S. 4¢ above regular, 
gal & over gal gal & over gal & over resellers ve regular. S.S. prices are at company-operated ~~ 
Chicago. 15.4 14.9 10.7 10,45 9.95 10.55 9.3 
American Furnace Oil 
100-174 176-849 850 gal 1 
gal gal & over x 
Sencepete-S. Paul vimana we 16.2 15.7 


Ei ididid cule Slaconieacssen Sis aca ean i5-8 
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Standard 


Taxes: St. Louis ine tax includes 1.5¢ city tax. Des Moines kerosine & furnace 
oll prices do not inc mei State tax. State sales, occupation, consumer & use taxes to pe med mp we de eres of 408 ao oes. 


Ba see of California = ins sr cae 


Town c.tw. prices at some points subject to varying discounts for 
quantity del 


liveries. 
N.B.: Established tank wagon prices are shown below. 
Some temporary prices may be in effect in one or more local'ties. 


if 

i 
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Texaco 


tals) 


pessene 


Fire Chiet Gasoline 
(Regular) 


Stove 
ou 
16.3 
15.8 
17.1 
19.7 
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is: 
16.7 
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Con- 
Dealer sumer Kerosine 
T.W, WwW 
Datlas, Tex... ss. 4 
Ft. Worth.... 16.4 
l i. 4 


coumcoouumwmooce 
00 00 & ~s & 00 & 00 00 m ~1 00 wo < 


ee 


Honolulu, Hawaii. 
Fairbanks, Alaska. . 
Biccoas nae 
*Standard No. 2 Burner Oil. 
Taxes: Honol eT ee oll price Is ex més state tax all prices are ex-Hawalian 
eg my .75% wholesale and 3.5% retail. 


or other deliveries— 
Chevron (reguiar)—Add to 400-gal-and-over 1¢ for 60-190 ont, 0.54 fos Sune 
es cael) Se pas Se ee differential applies to 40-399 gal; for 
$F eal except at Honolulu add 5¢ for less than LO 
trade and less than 100 gal to shoreside trade. Chevron Supreme jum) prices are 
Lg than ‘chevron = Wee m autna fe Soe ant bighe nts except ~ ap 


, 3. higher than Chevron 
Port Arthur, . oe 


a 

Sonn t Mm my nda alr, deduct 3 RI AS 
Notes: P in, 25-gal. de- ink car, 

liveries. ee ay tm Diesel, fernese | & stove 60°398 oat 400-gal-and-over price 5¢ for less than 40 gal. 


= above regular. 1¢ for 40-199 gal, 0.5¢ for 
. apply to dealers & consumers. 


rial Imperial Oil Cae can a ae 


18.4 


it = Kentucky Standard — nfo 


16,4 Crown Gase- Kere- i] 22.9 . 21. q 

Gasoline sine Halifax, N.S 

16.3 Tw. T T.W. 

16.1 = 5S 114 
rmi 


17.3 
17.6 


17.4 
17.6 


es in- 


not included In prices: Georgia l¢; Vancouvet, PE Pin cndsbasnceen 
0.5¢. Taxes: Gasotine are provincal tars. 
*Consumer price 1.7¢ gat higher. Pe ‘eee yt ,- 4 Subject to 1? ga gas Uy sve seSubjectio to lig gal. allowance. tSubject to 2.1¢ gal. 
{Consumer price 1¢ gal higher. | local conditions, allowance. 
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PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request 


Stop igure yse our FAST, EASY-TO-READ 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealers tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes Service are shown below. Figures are in ¢ per el; (i) and (d) indicate increases or de- 
in 55 representative U. S. cities on April 1, 1961, as compiled by Platt’s OILGRAM Price = as compared with Feb. 1, 1961. Tax col. ndicates only motor fuel taxes levied as 
such. 

Service Dealer Service 
Tax Station T.W. Station Tax 
incl. 4¢ fed.) (incl. tax) (ex tax) (ex tax)  (inel. 4¢ fed.) (incl. tax) 

i-10.23 R Twin Cities, Minn 9. 
1 Fargo, N. D....... 18.60 10.00 
: 10.00 


StH 


Average U. $.... 
Portiand, Me... . 
Manchester, N. H 


Burlington, Vt. 
Boston, Mass. 


Omaha, Neb....... 
Des Moines, lowa. 


me id ad 
sss 
- 
oO 
’ 


RRSKES SRASS SSSSS SBREB SBSB 


Ssssss Sssss sssss sssss sees 
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mington, Del. 
Baltimore, Md... 
Washington, D. C. 
Charleston, W. Va 


- 
~ 


SSCS HSE EN HOP ee KSSeOF ©SSS oor 


sess sses 


S 
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Denver, Colo... . 
Cheyenne, Wyo. 
Grant Falls, Mont... . 
Boise, Idaho 

Salt .~ City, Utah. 


a a aa 


a 
. 


Birmingham, Ala............ 
Jackson, Miss.. . 

Memphis, Tenn.. 

Louisville, Ky... 

Cieveland, Ohio 

Cincinnati, Ohio.. 
Indianapolis, Ind. 

Chicago, Ill... 

Detroft Mich.. 

Milwaukee, Wisc. 


Phoenix, Ariz. 

Los Angeles, Calif... 
San Francisco, Calif 
Portland, Ore.... 
Seattle, Wash... 
Spokane, Wash.. 


*Includes 0.5¢ city tax. **includes 1¢ omy ty tax. 
(a)Corrected March 1 averages; U. S. 16.27; Dallas, Tex.,15.60. 


ssess ssssi 
oo000-— 


88888 88888 Sss88 88888 Sess SeEssS 
3 
3 


Te ee ee 





...are PREMIUM QUALITY 


ee | iF YOU HAVE A PRODUCT 
THAT WILL HELP OIL 
wd... notdome | MARKETINGMANAGEMENT 


a price . .. you just 


carenuytatercoro- | TQ PROFITABLE MODERN- 


UROY ... more mile- 


sce, safety, and pe | IZATION OF ANY OF ITS 


formance. Double life- 


time guarantee. OPER ATION S, see pages 
Write for the CORDUROY Profit Story! 46-47 of this issue. 


gum Meie)-1e)0)-leh4 
ge -10)-1-11-) 
COMPANY 


GRAND. RAPIOS, MICHIGAN é € 


NATIONAL PETROLEUM NEWS * May, 1961 








Gasoline Markets 





Gasoline Consumption by States, December, 1960 
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lashingto 
West Virgi 
Wisconsin 1,372,974,000 1,324, 223,000 
Wyoming 184,769,000 178,984,000 
Total 50 States and District of Columbia 62,779,402,000  61,596,548,000 


«*State tax rate. In addition there is the Federal Tax of 4¢ gal. 
**Excludes delinquent reports for some companies which are included in report for January 1961. 
tPereent changes are on a daily average bas s. 
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Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Sydney, N. S. Boston 


CYLINDER 
STOCKS 


Fine Lubricating Qualities 
For Greases 
Fluorescent color tor and Fluid Lubricents 
pens ath and This Is Your Market Place 
aqoditive tube ois 
RE Ske Write Today for Advertising Space Rates err-McGee Oil Industries, | 
oshietet: Kerr-McGee Building 
PATENT CHEMICALS NATIONAL PETROLEUM NEWS hth apa Oklahoma City, Okla. 
eee a 330 West 42nd St., New York 36, N. Y. CE 6-1313 


Paterson 4, New Jersey 
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Coming Meetings 





MAY 


API, Division of Marketing, fuel oil com- 
mittee meeting, Grand Hotel, Point Clear, 
Ala., May 1-3. 

National Tank Truck Carriers, annual meet- 
ing and trade show, Netherland-Hilton Hotel, 
Cincinnati, May 1-3. 

North Carolina Oil Jobbers Assn., spring 
meeting and trade show, The Carolina Hotel, 
Pinehurst, May 4-7. 


Tennessee Oil Men’s Assn., semiannual 
meeting, Read House Hotel, Chattanooga, 
May 7-9. 
Pennsylvania Petroleum Assn., semiannual 
meeting, Hotel Bedford Springs, Bedford, 
May 7-9. 


Oil Industry TBA Group, Central section, 
Fountainbleau Hotel, New Orleans, May 
8-9. 


American Society of Mechanical Engineers, 
lube symposium, Hotel Deauville, Miami 
Beach, May 8-9. 


Oil-Heat Institute, West Coast regional con- 
vention, Sheraton Hotel, Portland, Ore., 
May 10-12. 


Oil Industry TBA Group, Eastern sec- 
tion, Pocono Manor Inn, Pocono, Pa., 
May 11-12. 


National Oil Jobbers Council, semiannual 
meeting, Hotel Americana, Miami Beach, 
May 14-17. 


Society of Independent Gasoline Market- 
ers of America, semiannual meeting, Ameri- 
cana Hotel, Miami, May 14-15. 


Kansas Independent Oil & Gas Assn., an- 
nual meeting, Broadview Hotel, Wichita, 
May 14-16. 


API Division of Marketing, lubrication 
committee, Hollywood Beach Hotel, Holly- 
wood Beach, Fla., May 15-16. 


Assn. of American Battery Manufacturers, 
The Roosevelt Hotel, New Orleans, May 
15-17. 


API Division of Marketing, mid-year meet- 
ing, Americana Hotel, Miami Beach, May 
16-19. 


Oil Industry TBA Group, Canadian sec- 
tion, Royal York Hotel, Toronto, May 18. 


Louisiana Oil Marketers Assn., annual 
meeting, Roosevelt Hotel, New Orleans, May 
19-21. 


Connecticut Petroleum Assn., 11th annual 
convention, Statler Hilton Hotel, Hartford, 
May 25. 


Pennsylvania Grade Crude Oil Assn., an- 
nual meeting, Pennhills Club, Bradford, May 
25. 


Georgia Oil Jobbers Assn., annual meeting, 
The Cloister Hotel, Sea Island, May 26-27. 


JUNE 


Greater Philadelphia Fuel Conference, an- 
nual conference, Bellevue-Stratford Hotel, 
Philadelphia, June 1. 


Interstate Oil Compact Commission, semi- 
annual meeting, Shamrock Hotel, Houston, 
June 1-3. 
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Missouri LP-Gas Assn. and Illinois LP- 
Gas Assn., annual meeting and trade show, 
Hotel Sheraton-Jefferson, St. Louis, June 4-6. 


Oil-Heat Institute of New England, bien- 
nial oil-heat show, Statler Hilton Hotel, Bos- 
ton, June 6-8. 


>Northwest Petroleum Assn., semiannual 
meeting, Hotel Duluth, Duluth, Minn., June 
12-13. 


Maine Oil & Heating Equipment Dealers 
Assn., annual meeting and trade show, Samo- 
set Hotel, Rockland, June 13-14. 


Petroleum Pac Packag- 
ing Institute, June 15-16 (location unknown 
at publication). 


Indiana Fuel Merchants Assn., annual 
convention and exhibit, French Lick-Shera- 
ton Hotel, French Lick, June 19-21. 


>The Asphalt Institute, semiannual meeting, 
Denver-Hilton Hotel, Denver, June 19-22. 


Wisconsin Petroleum Assn., annual golf 
tournament, Dell View Hotel, Lake Delton, 
June 20. 


»Montana LP-Gas Assn. and Wyoming LP- 
Gas Assn., annual meeting, Hotel Wort, 
Jackson, Wyo., June 26-27. 


»Michigan LP-Gas Assn., summer meeting, 
Blaney Park Resort, Blaney Park, June 28- 
29. 


JULY 


Alabama LP-Gas Assn., annual meeting, 
Jefferson Davis Hotel, Montgomery, July 
23-25. 


Kentucky LP-Gas Assn., annual meeting 
and trade show, The Kentucky Hotel, Louis- 
ville, July 23-25. 


National Congress of Petroleum Retailers, 
15th annual session and trade show, Cosmo- 
politan Hotel, Denver, July 23-28. 


AUGUST 


»>New Mexico LP-Gas Assn., annual meet- 
ing, Western Skies Hotel, Albuquerque, Aug. 
6-8. 


PIdaho LP-Gas Assn., Nevada LP-Gas 
Assn., and Utah LP-Gas Assn., annual meet- 
ing and trade show, Hotel Newhouse, Salt 
Lake City, Aug. 20-22. 


Florida LP-Gas Assn., annual meeting, 
Hotel Robert Meyer, Jacksonville, Aug. 24- 
26. 


SEPTEMBER 


Michigan Petroleum Assn., Grand Hotel, 
Mackinac Island, Sept. 8-9. 


Oil-Heat Institute of New England and 
New England Fuel Dealers Assn., annual 
convention, Equinox House, Manchester, Vt., 
Sept. 10-13. 


North Carolina LP-Gas Assn., annual meet- 
ing, Sir Walter Hotel, Raleigh, Sept. 12-13. 


National Petroleum Assn., 59th annual 
meeting, Hotel Traymore, Atlantic City, 
Sept. 13-15. 


Alabama Petroleum Jobbers Assn. and 
Mississippi Oil Jobbers Assn., annual meet- 
ing, Admiral Semms Hotel, Mobile, Sept. 17- 
19. » 


Pennsylvania Petroleum Assn., annual meet- 
ing, Pocono Manor Inn, Pocono Manor, 
Sept. 17-19. 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Diplomat Hotel, Hollywood- 
by-the-Sea, Sept. 20-22. 


©Ohio Petroleum Marketers Assn., semi- 
annual meeting, Sheraton-Mayflower Hotel, 
Akron, Sept. 20-21. 


Western Petroleum Refiners Assn., Rocky 
Mountain regional technical-industrial re- 
lations meeting, Henning Hotel, Casper, 
Wyo., Sept. 20-21. 


Intermountain Oil Marketers Assn., semi- 
annual meeting, Sun Valley, Idaho, Sept. 
21-22 (hotel unknown at publication). 


New Mexico Petroleum Marketers Assn., 
annual meeting, Western Skies Hotel, 
Albuquerque, Sept. 24. 


Empire State Petroleum Assn., semiannual 


fall meeting, Sagamore Hotel, Bolton’s Land- 
ing, N.Y., Sept. 24-26. 


First Listing 





>Seminar in Retailing for Petroleum 
Executives, spring session, NYU School 
of Retailing, New York City, May 15- 
26. 


Empire State Petroleum Assn., man- 
agement institute, Syracuse University, 
Minnowbrook, Adirondacks, N. Y., 
July 17-20. 


Illinois Petroleum Marketers Assn., 
University of Illinois, Robert Allerton 
Park, Monticello, Sept. 10-13. 





MANAGEMENT INSTITUTES 


National Tank Truck Carriers, Pur- 
due University, Lafayette, Ind., Sept. 
12-13. 

Louisiana Oil Marketers Assn., Louisi- 


ana State University, Baton Rouge, Oct. 
5-7. 


Pennsylvania Petroleum Assn., Phila- 


delphia, Oct. 15-17 (place unknown at 
publication). 


Georgia Oil Jobbers Assn., Center 
for Continuing Education, University 
of Georgia, Athens, Oct. 18-20. 
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PULL IN MORE 
CUSTOMERS WITH 


BRIGHTER SIGNS 


Both old and new, stations need the 
extra light power of Plastilux’ signs. 
This brighter, clearer day and night 
sign will attract more customers and 
pay for itself in lower maintenance 
and operating costs. 


A Signvertising’ engineer will help on en as an een 
modernize your entire sign program 
without obligation. Use the coupon ee 


batows | UNITED 


LOOK q , 2 Wi oat SES Me TE Hee 


INSIDE 


See how maximum light power is developed 
—how shadow-free engineering is perfected 


—how easy, low cost maintenance is assured. 


’ 
SIGNS OF INCREASED GALLONAGE 
Tar ORIGINATORS OF 
We operate service stations. 
PLA S TILUX Please have a Signvertising engineer call. 
the sign with 


Boe 25 OR. eae 2 = 7 oP © hk OF Oss th — 
BS. s OF CB = =1 OR = Ss ap 2B BD | 


K.ima Aa, Ohio U.S.4.. 
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Planning Bulk Plant Installations? 


VEUCELZOM 


will give you Big Savings 


Five Models with Capacities 


to 260 GPM 


There are big economies and operating 
advantages of underground bulk stor- 
age. Combined with the low installa- 
tion and maintenance costs of Red 
Jacket ‘““BIG-FLO” Submersible Pe- 
troleum Pumps, they give you big 
overall savings for bulk plant instal- 
lations. You save installation costs, 
since Red Jacket ‘““BIG-FLO” Pumps 
eliminate such equipment as foot or 
check valves, and suction piping and 
fittings to bottom of tank. Gate valve 
on pump discharge and concrete base 
for pump and motor are not required 
either. ‘‘BIG-FLO”’ pumps save main- 
tenance costs, too. They are lubricated 
by the petroleum product pumped, 
and direct drive eliminates wear on 
drive connection parts. These advan- 


N= RED JACKETS 
a 


petroleum 
pumping 
. equipment 


tages, together with out-of-the-way and 
out-of-the-weather location, lack of vi- 
bration and vapor lock, make them 
virtually trouble-free. 

Five models of Red Jacket ‘‘BIG- 
FLO” Submersible Petroleum Pumps 
include models from one through five 
horsepower with capacities to 260 gal- 
lons per minute, total heads to 110 
feet. All models are listed by Under- 
writers’ Laboratories, Inc. 

These pumps include the advanced 
engineering features of Red Jacket 


**Extracta’’ pumps that pioneered ex- 


tractible submersible remote pumps for 
service stations. For complete infor- 
mation about Red Jacket “‘BIG-FLO” 
Pumps, contact your nearest repre- 
sentative or write us direct. 


Contact your nearest RED JACKET REPRESENTATIVE for complete information 


Charlotte, N. C., Jerry Huber, 2503 West Field Rd. « Chicago 31, Ill., E. L. ‘Al’ Marshall, 6695 N. Northwest Highway. « 
Dallas 31, Texas, R. M. “‘Mac’’ Crowder, 6811 Colfax Drive e Denver 4, Colorado, E. P. ‘‘Ted’’ Muller, 1010 Yuma St. e 
Des Moines, lowa, Ken Henss, 511 S.W. Ninth St. e Detroit 27, Mich. Robert B. Cox, 12133 Coyle Ave. ¢ Hamilton, Ohio, C. E. 
“Red” Weaver, 4223 Cincinnati-Brookville Road e Indianapolis 5, Ind., Gardner Udell, 3820 College Avenue « Kansas City, Mo., 
R. L. Faubion, Sr., 2525 S. W. Boulevard e Los Angeles, Calif., A. R. Sedgebeer, 2707 So. Hill Street ¢ Minneapolis, Minn., E. 
“Al” Zahi, 1516 So. 5th Street ¢ New Orleans 17, La., Joe R. Mooney, 2704 St. Claude Ave., P. 0. Box 3294 ¢ New York 36, 
N. Y., Henry D. Fairlie, 15 West 44th Street ¢ Phoenix, Ariz.,Lee Vaughan, 3111 N. 34th Place « Pittsbu 32, Penn., John 
F. Young, 235-37 Spahr Street e Portland, Ore., George Mathews, 325 N. E. 20th Avenue e San Francisco 3, Calif., R. E. Sander- 
son, 221 11th Street ¢ St. Louis 3, Mo., E. A. ‘Ted’? Downey, 2005 Locust St. « Seattle, Wash., Tom Baumgartner, 2927 First 
Avenue « Spokane, Wash., Don Buster, North 210 Helena Street 


RED JACKET Manufacturing Company 
PETROLEUM EQUIPMENT DIVISION e BOX 270, Davenport, lowa 
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Memoirs of Col. Colley’s military career in both wars decorate his office. Note photo of Gen. Eisenhower on the wall 


Atlantic's D. T. Colley Retires 


Col. Colley, much decorated hero in both wars, is leaving 
his vice-presidency after over 40 years in oil marketing 


AS FORMER ARMY MAN named Dwight 
retired recently. This one is marketing vice 
president of the Atlantic Refining Co. 

Dwight T. Colley, veteran of two world wars 
and over 40 years in oil marketing holds a note- 
worthy record in both Army and civilian life. 

Born in Barrington, R. I., exactly 65 years be- 
fore his May 1 retirement this year, Colley holds 
both his bachelor’s and master’s degrees from 
Brown University in Providence. He also played 
in the backfield on the Brown football team. 


Distinguished War Hero 


From college he went right into the thick of 
battle, serving as company commander of the 104th 
Infantry, 26th Division. When he was recalled to 
service again in 1942, he went back to his old 
regiment and was promoted to colonel on the 
battlefields of France. In both World War I and 
II, Colley received the Distinguished Service Cross 
—the second time from the other Dwight, Gen. 
Dwight D. Eisenhower. He holds 10 other decora- 
tions from both wars, including the Purple Heart 
and the French Croix de Guerre. 
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After his separation from the Army in 1919, 
Colley became a salesman in Atlantic’s Providence 
office. “When I came back from World War I,” 
Colley recalls, “all I knew was how to fire a ma- 
chine gun.” Atlantic was developing its marketing 
in New England and Colley “liked the idea of an 
old company going into a new area.” 

His rise from salesman in the district to manager 
of it took only two years. In 1931, he was ap- 
pointed assistant sales manager of the New Eng- 
land area, and two years later, manager of the 
entire region. 


After his meritorious service during World War 
II, he returned to his former position in New Eng- 
land. But in 1948 he was transferred to company 
headquarters in Philadelphia, this time as assistant 
domestic sales manager. The next year he became 
general manager of the department as well as a 
vice president and a director. In 1951 he became 
vice president and general manager of both do- 
mestic and foreign marketing. 


Colley, erect and stocky with close-cropped, 
iron-grey hair, is frequently addressed as “Col. 
Colley” by his associates at Atlantic. In his office 
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(Begins on page 159) 
hang pictures of war-time acquaintances, including 
a photograph of Gen. Eisenhower. 


Champion for the Dealers 


Colley acts and talks with military brusqueness, 
but his bluntness is offset by his great warmth and 
ability to inspire. Long a champion for the dealer 
(“I feel that men have to be rested and reasonably 
well-fed to.come out and meet the public proper- 
ly.”), Colley was one of the forces behind the 
formation of the API’s service-station advisory 
committee, where dealers can air their problems. 
Ten years ago, when the committee was barely 
in the talking stages, Colley gave a spur-of-the- 
moment talk that moved the API to an immediate 
vote in favor of forming the committee. 

As marketing head of Atlantic, Colley has also 
sought to solve dealer problems on home ground. 
His was the guiding hand behind the institution 
of a minimum pricing policy (NPN—Mar. ’56, 
p. 34) an important step towards improving the 
price situation for dealers. Easing the dealers’ 


plight, Colley contends, improves the oil industry 
in the pocketbook and in the public eye. “You 
can’t get a fellow interested in prestige until he is 
eating,” he says. 


API Tribute to Colley 


The oil industry itself has recognized Colley’s 
long and unceasing efforts in behalf of the dealer. 
Barney Majewski, former president of the Great 
American Oil Co., in a tribute to Colley at an API 
meeting, said: “We can’t thank you adequately 
for all you’ve done for the industry. I’m a hell of 
a talker, and I can’t do it. The entire industry owes 
you much.” 

Colley is married to the former Elsie Kenyon 
and has two married daughters and a son, Major 
Gordon T. Colley. As for post retirement plans, 
he’ll probably be returning “down-East” to his 
home on Marthas Vineyard, an island off the coast 
of Massachusetts. And he’d like to retrace the 
course of Ulysses’ voyage as described in the epic 
by Homer. “I may never do it,” he says, “But I'd 
like to.” 


Meet These New Association Presidents 





Sheldon: Surviving the floods 


CLAUDE W. SHELDON, president 
of Red Line Oil Co., Thurman, Iowa, 
recently assumed another presidency. 
The 45-year-old DX jobber was 
elected to head the Iowa Oil Jobbers 
Assn. 

Sheldon, who got into the oil busi- 
ness in 1938 as a tank-wagon driver 
for Standard Oil of Indiana, leased 
Red Line in 1943, and purchased the 
company in 1952. The jobbership 
has mostly farm accounts, extending 
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its service over 900 square miles of 
Jowa farm land. 

Red Line consists of a bulk plant 
plus facilities for servicing the four 
stations owned by the company. 
Sheldon has two other stations under 
construction, scheduled for completion 
this summer. 

As a strong supporter of the Iowa 
jobber organization, Sheldon has 
served as a director since 1956, and 
was vice president of the association 
for the past two years. His efforts, 
says Sheldon, will be directed towards 
promoting various jobber interests, 
especially in the fields of legislation 
and public relations. 

Sheldon’s extra duties this year won't 
leave him much time for his favorite 
hobby, boating on the “Muddy Mo.” 
The Missouri River runs right by his 
office in Thurman, and the Red Line 
Oil Co. has survived three floods 
in 1943, 1952, and 1960. The ’52 flood 
was the worst one for Sheldon, nearly 
destroying his bulk plant and badly 
damaging his home. 

In spite of the river’s past un- 
kindness to him, Sheldon likes to 
spend his few spare hours on the 
river bank, in a fishing cabin he keeps 
for summer use. 

Jobber Sheldon is married to the 
former Beth Weaver and has three 
daughters and a son. His son, Larry, 
is in business with his father. 


Fitzgerald: Jobber diversification 


NEW PRESIDENT of the Wisconsin 
Petroleum Assn., James F. Fitzgerald, 
34, is the youngest ever to hold the 
job. Despite his youth, he has been 
a full-line Shell jobber for nine years. 

His company, F-W Oil Co. in 
Janesville, is an outgrowth of a part- 
nership he and Fred Weber formed 
when they opened a Shell service 
station. Now, between them, they over- 
see an operation of eight service- 
station accounts, about 1,300 heating- 
oil accounts, and several heavy-oil 
consumer accounts that add up to 
about 5.25-million gal. a year. 

“We believe in having a few sta- 


(Continued on page 163) 
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COMPLETE TUNG-SOL HEAVY DUTY LINE CREATES 


New Standards for Lighting Dependability 


Heavy Duty performance comes from Tung-Sol Filament Design 


The most durable headlamp filaments ever developed provide the 
extra long life characteristic of Tung-Sol Heavy Duty Headlamps. 


Sturdy twin filaments, Double-anchored fila- High impact-resistant Up to 6 Lamp Signaling 

Long life made of special thori- ment of thoriated wire filament helps to pro- Cc t 

/) filament ated wire and connected provides triple average duce service life up to apacity 
i in series, deliver up to __ service life. three times ordinary 5635 536 537 550 
threetimes moreservice. lamps. Tungiied. Meovy 


Duty Flashers pro- 


- o., ee 
eis yl W ee | ps6 C1 vie, emeptionaly 
conser FEAL) 3) ~tegcap mount GD ee jy ny ey 
Welded lead wires an ee 7 ae 


Now you can provide your fleet accounts with a complete 
line of lamps and flashers designed expressly for the ex- (ts) TU a G- 5 0 L 
tremely rough service conditions encountered by trucks, off- 


highway equipment, police, fire, emergency vehicles and HEAVY DUTY 


passenger car fleets. Suggest to your fleet accounts that they 
install this complete line on each vehicle. LAMPS ¢ FLASHERS 
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Jim Dorminy (left) and Johnny Johnston (right) of Tire Engineers, Birmingham, Alabama, 


Se 


are shown as they plan a new tire sales campaign with Homer Chastain, Cooper Rep. 


‘Our Cooper franchise has made us 


money, sales and profits best ever”’ 


Tire Engineers is a leading Cooper re- 
placement tire retailer in Birmingham, 
Alabama. Like so many others, this 
dealer had tried several other major 
tire brands with little or no success. 
Then Tire Engineers switched to 
Cooper some four years ago. In the 
words of Jim Dorminy (Pres.) and 
Johnny Johnston (VP), “business has 
boomed ever since”. 


Prior to taking on the Cooper Fran- 
chise, Tire Engineers sold only recap 


tires from their modern and efficient 
shop. And this part of the business 
continues to grow. Cooper Road- 
Master quality tread rubber is now 
used exclusively. Jim Dorminy says: 
“Cooper’s complete and easy-to-sell tire 
line, plus Cooper’s complete identifica- 
tion and merchandising programs, was 
all we needed to put us on our way to 
still bigger profits”. 


And Johnny Johnston adds: “Homer 
Chastain, our Cooper salesman, has 


also contributed substantially to our 
success. Homer is a take over kind of 
guy. He really looks out for us and 
gets things done”. 


Cooper can do for you what it has 
done for Tire Engineers and hundreds 
of other equally successful tire dealers. 
Write Dept. 118 today for complete 
details about a Cooper Franchise for 
your market. Cooper Tire & Rubber 
Company, Findlay, Ohio. 


Cooper ... the franchise of opportunity 





Photo shows the large and we'!l-identified corner building occupied by Tire Engineers. Cooper's 
complete identificotion services, along with most signs and point-of-sale displays, are supplied 


“free to all dealers. 
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tions,” says Fitzgerald, “but having 
them put out a lot of gallonage.” 
Fitzgerald and his partner have 
other financial interests that seem to 
fit into their oil jobbership. They 
have developed and sold one shopping 
center in their market, and have an 
interest in two other shopping centers. 
Each center has a Shell station. 
They also are planning to go into 
a motel operation but no new sta- 
tion will be built with it because the 
motel will be located near one of 
their existing stations. 
Another of their outlets is located 
at the present end of a tollroad. 
The main purposes of diversifica- 


About Oil People 





tion into shopping centers and motel 
operations, Fitzgerald says, is to make 
sure your station will get the busi- 
ness. That’s a better approach, Fitz- 
gerald thinks, than just putting up a 
station somewhere and hoping for | 
business to develop. 

As for hobbies, Fitzgerald plays 
golf about twice a week. He has a 
nine-stroke handicap. “I also like | 
lake fishing,” he says, “but I don’t | 
do as much of it as I’d like to.” 

“Children are also my hobby,” he | 
says. As evidence of this, he points | 
to the younger Fitzgerald generation | 
of five offspring, three boys and two 
girls. 





Phillips jobber Dave DeTar and a few of his prize-winning catches 


Dave DeTar: Jobber, Angler 


OIL AND WATER aren’t known to 
mix, but Dave DeTar does a pretty 
fair job combining them. Phillips job- 
ber DeTar, big boss at Aero Oil Co. 
(see page 110), is also an avid deep- 
sea fisherman. 

The walls of both his office and 
den are covered with mounted fish 
he’s caught over the years. There are 
also pictures of his prize-winning 
catches, along with trophies and 
plaques. 

Among the 13 fish mounted in his 
office are: 

e A 140-lb. striped marlin. (“The 
biggest fish I ever caught,” says De 
Tar.) 

e A_ record 39-lb. barracuda 
caught on an 8-lb. test line. 


e A 73-lb. amberjack, a men’s 
world record at the time, caught on 
an 18-Ib. test line. 

e A 55-lb. white marlin caught 
plug-casting off Ocean City, Md. 
(“The only time it’s been done,” he 
says.) 

As a member of Miami Rod & 
Reel Club in Florida, DeTar competes 
against 600 top-notchers. Yet, he’s 
done pretty well, holding 30 club 
records and, in a seven-year period, 
winning six different championships 
and coming in second once. No club 
members can win more than one 
championship a year, and he isn’t 
eligible for further competition for 
another five years. 

DeTar goes after all types of fish 
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ZOOM 


Your Sales This Summer 
with this 16’x10’ Insulated Vinyl Plastic 


$2.95 PICNIC 


Value 


SELF- 


LIQUIDATE 
with FILL-UP, OIL CHANGE, 


CHECK-UP or 10 fo 29° 

50 GALLONS OF GAS af.. 

One major company used over 200,000—<elling 

therm at $1.49 each (cost 99¢). . . . This is just 

one of 14 FOUR-STAR ‘'Package Promotions” that 

———-, we have for gasoline sta- 
| tions, ali ready to use— 
| COMPLETE with Hand Bills, 


Posters, Ad Mats, and Punch 
Cards. 

WRITE FOR FREE DETAILS 

and catalogs of ive- 

| Aways, Self - Liquidators, 

Grand Opening Gifts, etc. 


HENRY PHILLIPS CO. 
Barryton 6, Michigan 





0; 
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S 


Granulated 2 
Fluid Concentrates — 
Powdered 4 

FOR USE IN 2 

Gasolines, Jet Fuels, Diesel Fuels, Fuel 
mission Fluids, eatin Gite nna Bi. 


2410 Corew Tower Cincinnati 2, Ohio 
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with all types of tackle. He fly-fishes, 
he spin-fishes, he plug-casts. His 
tackle is light, with lines running in 
the 9-, 12-, and 20-lb. test range. 

But if you think DeTar lives on a 
fishing boat all year, you’re wrong. 
He attends to his oil jobbership per- 
sonally, although he’s tending to leave 
- policy decisions in the hands of his 
young executives. And now, at the 
age of 65, he’s going to ease off a bit 
on business pressure. 

During the year, DeTar fishes about 
one week straight, and that’s in the 
spring. But he’s ready to hop off to 


almost any place you can name as 
soon as a guide, who knows what 
DeTar is after, phones him long 
distance. 

Among his favorite fishing grounds 
are the Florida keys; the Everglades; 
the East Coast between Stuart and 
West Palm Beach; St. Croix, New 
Brunswick (for bass) and Matepedia, 
Quebec, (for salmon). 

He’s been fishing ever since his 
boyhood on a farm in Indiana. But 
the serious-fishing bug bit him in 1949 
when a group of friends asked him 
to go bass fishing in New Brunswick. 





“Now here’s the plan, Seymour. You go along 
punching little holes in radiators, and I’ll come 
along selling Mac’s Sealer & Stop Leak*.” 





*Just about everybody knows Mac’s 
Sealer & Stop Leak is the best product 





to stop radiator leaks fast—even 20 Ib. 
high-pressure leaks. And it’s hard to 
find a service station that doesn’t carry 


Mac’s. 


A whole series of sales-making ads like this one will 
be telling the story of Mac’s famous radiator products 
(MAC’S NO. 18, SEALER & STOP LEAK, COOL- 
ING SYSTEM CLEANSER) month after month in: 


TRUE - PLAYBOY - FIELD & STREAM - 
SPORTS AFIELD - OUTDOOR LIFE - 
MOTOR TREND - POPULAR MECHANICS - 
POPULAR SCIENCE eee men’s magazines that 


reach your best customers regularly. Watch for them! 


“I got a taste of fly fishing then and 
I’ve been hooked since,” he says. 

Another friend who joined the 
Miami club got him interested in 
deep-sea fishing. 

Sometimes he goes fishing by him- 
self. At other times, he'll invite Ruelle 
Wolfe, his executive vice president, 
along. But Wolfe admits DeTar’s pace 
is too fast for him. “He'll drive to 
Baltimore or Washington,” Wolfe 
says, “hop a plane to Florida, and 
take another plane and get to the 
Bahamas within hours after leaving 
home.” Wolfe says he’d like to stay 
long enough to “see” Florida some- 
time, but the DeTar travel schedule 


| doesn’t permit any leisurely layover. 


DeTar’s fishing gear is expensive, 


| and he takes good care of it. Part of 
| a large walk-in closet off his den is 


his storage spot for 40-odd fishing 
rods and drawers full of flies, spin- 
ners, plugs, spools of line, and sev- 
eral $250 reels. 


NEWS NOTES 


MacLeod Chapman 

Continental Oil Co. has realigned its 
Rocky Mountain region, decreasing the 
number of divisions from three to two. 
C. O. MacLeod, former manager of the 
Salt Lake City division, will manage the 
northern division; Dale Chapman, previ- 
ously manager of the Denver division, 
will manage the southern division. Both 
men will be headquartered in Denver. 

At the district level, Conoco has 
named seven district managers. Their 
names and areas are: Marvin E. Huyser, 
Montana; W. C. Burnett, Wyoming; 
M. G. Punches; Colorado; Wilson Frost, 
New Mexico; A. T. Farrell, Utah; H. L. 
Longhurst, Pocatello, Ida.; and M. A. 
Tuttle, Spokane, Wash. 

o 


George M. Parker, president and a di- 
rector of Esso Export Corp., has been 
appointed senior representative of Stand- 
ard Oil Co. (N. J.) in London and share- 
holder representative of its affiliated com- 
panies in the United Kingdom and Scan- 


| dinavian countries. Parker will resign as 


president of Esso Export May 25. 
e 


Three appointments in the New York 


| City division of Mobil Oil Co. have been 


made. Clifford H. Ashley moves up from 
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TEXACO CONSIGNEE GEORGE GILBERTSON 


“Our annual gallonage has 
more than tripled since we 
went with Texaco 13 years 
ago. In that time, we moved 
up from last to first place in 
this area. The Texaco people 
have been very helpful. They 
are really jobber-minded. 
With their help we gained 7 
new Dealers in 5 years. 
Texaco’s policies are fair to 
all. That’s why we sell the 
best... Texaco.” 
WHY THERE’S A PROMISING 
FUTURE WITH TEXACO 


Here are 6 reasons why Dealers, 
Consignees and Distributors grow 
with Texaco. 

1. Texaco is jobber-minded. Proof: 


WILLMAR, MINNESOTA 


842 Consignees and Distributors 
have been with us over 20 years, 
some over 45 years. 

2. The best retailer policy — Texaco 
helps its Dealers. 22,502 Dealers 
have been with us for more than 
10 years. 

3. The best opportunity to cash in 
on “touring” business—because when 
Texaco customers are touring they 
like to stop at Texaco stations when 
on the road. This means you have 
more than 40,000 other Texaco Deal- 
ers helping you. 

4. The best customer credit card — 
in fact, the only petroleum credit 
card honored under one sign through- 
out the entire United States, and in 
Canada, too. 

5. The best national advertising pro- 
gram, year after year... constantly 
selling Texaco Products and Texaco 
Dealer service. The best sales pro- 
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motional material to help build 
customers. 

6. The best petroleum products, 
known and accepted nation-wide. 
Continuous research and develop- 
ment insure that Texaco will always 
have outstanding products. 











PHONE 


peer 
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It's what's inside that counts your profits 


Rockwell ‘‘T’’ Series Tank Truck 
Meters have it where it counts. They 
measure by an exclusive meter principle in 
which the all-revolving mechanism turns easily, 
quietly on anti-friction bearings. 

There is no metal-to-metal contact to cause 
wear. And these meters are designed to take 
the punishment of truck travel and rough 
handling in stride. 

Lightweight castings reduce bulk while com- 
pact dimensions offer the most measurement in 


the least space. Savings in space and weight 
can be used to advantage for greater payloads. 
For easy installation there are three optional 
inlet connections and two outlets. All interior 
parts can be removed through full size areaways. 
To calibrate, only a screw driver is needed. 
See your local equipment jobber for full details 
—or write direct to Rockwell Manufacturing 
Company, Dept.121E, Pittsburgh 8, Pa. In 
Canada: Rockwell Manufacturing Company of 
Canada, Ltd., Box 420, Guelph, Ontario. 


TANK TRUCK METERS 


another fine product by 


ROCKWELL” 


’ 
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industrial district sales manager in the 
Albany division to commercial sales man- 
ager. Wesley E. Kern takes over as district 
sales manager of the Long Island district, 
succeeding Hubert P. Young, who re- 
cently was named manager of Mobil’s 
marketing real-estate department. Kern, 
most recently northern New Jersey dis- 
trict sales manager, is succeeded by 
George B. Bedwell, former retail-pro- 
grams manager for Mobil’s southwest 
division. 
a 

John S. Peach has resigned as director 
of public relations for the Canadian Pe- 
troleum Assn. to open his own business 
as a public-relations consultant. 


oe 

New 1961 officers of the Wisconsin 
Petroleum Assn. are: James F. Fitzgerald, 
F-W Oil Co., Janesville, president; Elbert 
G. Wingfield, Wingfield Oil Co., Manito- 
woc, first vice president; C. D. Jacobus, 
Gross-Callaway-Fellenz Fuel Co., Mil- 
waukee. second vice president; and D. W. 
Gluck, International Oil Co., Milwaukee, 


secretary-treasurer. (See also page 160.) | 


a 

Dirk van der 
Burch has_ been 
named district 


manager for Shell | 


Oil Co.’s_ Santa 
Rosa, Calif., mar- 


keting district. He | 


succeeds P. R. 


Wing who has re- | 


Continental Oil Co., Kansas City, Mo., 
president; G. E. Hook, DX Sunray Oil 
Co., Waterloo, Iowa, vice president; L. A. 
Miller, Westland Oil Co., Minot, N. D., 
northern regional vice president; D. L. 
Gibson, Champlin Oil & Refining Co., 
Omaha, Neb., central region vice presi- 
dent; Don Douglass, American Petrofina, 
Wichita, Kan., southern region vice pres- 
ident; and S. D. Scorza, Cities Service 
Oil Co., Kansas City, Mo., secretary- 
treasurer. 


* 
Lavern Schaetzel, Texaco jobber in 
Germantown, Wis., and a regional chair- 
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man of Oil-Heat Institute’s distribution 
division, had to miss this year’s OHI con- 
vention in Washington, D. C. 

Schaetzel and his wife left on a world 
plane trip that includes the Rotary Inter- 
national convention in Tokyo, Japan, 
May 28 to June 2. Schaetzel is a district 
governor for Rotary. 

The Schaetzels left April 20 from 
Milwaukee. First stop-over was to be 
Germany to visit relatives. From there, 
enroute to Tokyo, the itinerary includes 
Athens, Constantinople, Damascus, Cai- 
ro, India, Thailand, and Hong Kong. 
After leaving Tokyo, the Schaetzels will 








tired after 27 years | § 


with Shell. Van der 

' age oS 

re) e University 

eomralvence of Michigan, joined 
Shell’s Chicago office in 1941. He worked 
in numerous sales and technical positions 
before transferring to the San Francisco 
marketing division in 1952 as industrial- 


products manager. His most recent posi- | 
tion was Oakland district sales super- | 


visor. 
e 

Phillips Petroleum Co. has made a 
number of new appointments to its di- 
vision marketing staffs. Dan O’Haver, 
former manager of the company’s Ra- 
leigh, N. C., operations, has been named 
manager of Phillips’ new Baltimore office. 
D. M. Forehand becomes senior assistant 


division manager there. C. Q. Cherry | 
takes over for O’Haver in the Raleigh | 


office. 
In the Atlanta sales office, L. G. 


Denny has been promoted from senior | 


assistant division manager to manager 
of the division. He succeeds J. E. Chis- 
holm, who moves to the company’s head- 


quarters in Bartlesville, Okla., as assistant 


sales manager. 

J. E. Glahn moves to the Kansas City, 
Mo., accounting office as division man- 
ager. The credit-card office handles ac- 
counting functions for five Midwest 
sales divisions. Glahn is succeeded as 
Denver sales division manager by A. L. 
Bennett. 


= 
New Officers for the Northwest Petro- 
leum Credit Assn. are: A. M. Hammond, 








as 


SERIES TWO HUNDRED 


Big is the word for the Gasboy Super 200 . . . big in everything 
except size and price. For both above and underground tanks, 
the rugged Super 200 is just 12 inches square, delivers a fast 
14 g.p.m. and is easier than ever to install with the aid of the 
sensational new Install-a-socket. The 200 has a large, easy to 


read roller register, proven dependability and is absolutely 
negligible to maintain. Ask about the Super Compact today 
for the ultimate in economy, performance, and installation 
flexibility. Available in all colors; red is standard. 


The MAGIC 
INS TALL-A-SOCKET 
WORTH /TS 


WEIGHT IN GOLD 


WILLIAM M. WILSON’S SONS, IN 
(112 Models} Lansdale, Penna. 





MANUFACTURERS OF GASBOYS, KEROBOYS, OILBOYS & ROTABOYS 
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improve delivery service and speed 
on your trucks with ROPER PUMPS 


Roper pulsation-free truck pumps run quietly and efficiently, providing 
fast, safe deliveries of both thick and thin liquids. You can make more 
delivery calls per day, year in and year out, with Roper Series 3600 
truck pumps on your unit. These trouble-free units will cut down on 
your operating and maintenance costs, also. Easily installed, they can 
be side frame or cradle mounted on right or left side, and they operate 
equally well in clockwise or counter-clockwise rotation. Enjoy the profit 
advantages of better delivery speed and service you get with Roper pumps. 


BEARINGS: high-lead bronze bearings, 
lubricated and cooled through oil grooves 
by flow of liquid through pump. 

RELIEF VALVES: relief-valve equipped 
pumps allow operators to close discharge 
without stopping the pumps. 


GEARS: two equal-sized, hardened alloy 
iron, helical-type gears have accurately ma- 
chined special tooth forms which reduce 
friction and eliminate vibration. 


For specific information 
contact your Roper dealer 


Dependable pumps 
since 1857 


HYDRAULICS, INC. 
’ COMMERCE, GEORGIA 
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visit Hawaii and San Francisco. Schaetzel 

plans to be back at his office in German- 

town June 6. 
| & 
“When I was a 
kid, someone yelled, 
‘Hey, Jim, get me 
the ball!’, and the 
name stuck,” re- 
counts Clarence 
Earl Corrill, who 
retires June 1 as 
Lexington, Ky., dis- 
trict manager of 
Aetna Oil, subsidi- 
ary of Ashland Re- 
fining. Corrill, 
who’s been in oil 
marketing for 30 years, won’t get too 
far away from marketers, though: the 
Kentucky Petroleum Marketers Assn. 
voted to make Jim and his wife perma- 
nent guests at all KPMA functions. Cor- 
rill, who’s dismissed the idea of retiring 
to Florida, plans to continue enjoying his 


home in the Blue Grass country. 
* 





Corrill 


New president of the Florida Petro- 
leum Marketers Assn. is L. M. Hurlbut, 
Marion Petroleum Co., Ocala, who suc- 
ceeds John Torode, Torode Oil Co., 
Starke. Cecil Collings, Premier Fuel Oil 
Co., Tallahassee, was elected vice presi- 
dent; and Jerome Johns, Jerome Johns 
Oil Co., Starke, was elected secretary- 
treasurer. 

e 


The Better Home Heat Council of 
Florida has elected John Simmons, Mc- 
Call Fuel Oil Co., Jacksonville, as its 
president, succeeding Reggie Moffat, L. 
W. Johnson Fuel Oil Co., Orlando. Other 
new Officers are: Crook Stewart Jr., Two 
Crooks Inc., Parker, secretary; John 
Hunter, City Fuel Oil Co., Clearwater, 
vice president; and Robert Siegal, Siegal 
Oil Co., Miami, treasurer. 

6 

A. E. Stebbings, general manager of 
marketing for Signal Oil & Gas Co., has 
been named a vice president of the com- 
pany. Stebbings joined Signal in 1944 as 
an attorney, and assumed his present po- 
sition in 1958. 

e 

Richard Brehme, former executive sec- 
retary of the California Petroleum Mar- 
keters Council (CPMC), is now in the 
pricing department of Signal Oil & Gas 
Co., Los Angeles. Brehme, who was ex- 
ecutive secretary of CPMC from 1956- 
1960, was presented a pen and desk set 
at the association’s annual meeting in 
Las Vegas. 

2 

Claude Sheldon, DX jobber from Thur- 
man, Iowa is the new president of the 
Iowa Independent Oil Jobbers Assn., 
succeeding John Petersen, Gulf jobber, 
Cedar Rapids. Sheldon calls his company 
Red Line Oil Co. (see p 160). 

Paul Hall, Hall Oil Co. (Phillips), 
Waterloo, is the new vice president. 
Harold Dickey, who has a dual jobber- 
ship (Conoco and Mobil) in Packwood is 
secretary-treasurer. 
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Introducing 
A, i 
TRIM {LINE 


uarolan 





The brilliant, new 6-lamp ~ 


<- Im GUARDIAN 7R/M a: INE 





label of 
Underwriters 
Laboratories, 


tel ® for Service Station Islands @ Parking Lots 


operation 
mre ® Driveways and Approaches @ Storage Yards 
® Marinas . . . any area where you want 


MORE LIGHT...MORE STYLE 


6 ULTRA HIGH OUTPUT LAMPS. . . properly spaced for maximum light output and 
efficiency. (Also available in 4-lamp model) . 


TRIM, CONTEMPORARY DESIGN. . . housing is just 334” high, presenting a modern 
silhouette, ideally styled for both new construction and modernization. 


WIRE OR 
WRITE FOR BALLAST IN SEPARATE CHANNEL... . for cooler operation, easy accessibility, higher 


PTIVE 2 ‘ 
ie light output and longer ballast life. 
ADDRESS 


DEPT. N COMPLETELY ADJUSTABLE. . . specially-designed fitting permits independent adjust- 


ment of light enclosures from horizontal up to 45°. . . sideways from horizontal to 30°. 


GUARDIAN ight company ( 


500 NORTH BLVD. OAK PARK, ILLINOIS | 
REPRESENTATIVES IN ALL PRINCIPAL CITIES 
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GAIN YOUR SHARE OF 
TODAY'S EXPANDING | 
PETROLEUM PRODUCTS 


with these vital facts on new 
and improved petroleum products 


Here is full coverage of 
the many new products 
made from petroleum— 
and details of improve- 
ments in conventional 
products—to help you 
more efficiently and eco- 
nomically sell these prod- 
ucts in today’s fast-grow- 
ing markets. You get 
facts on how new _ prod- 
ucts are being sold, and 
how markets for all pe- 
troleum products are be- 
ing developed and ex- 
panded. In addition, the 
Handbook supplies data 
to help you sell heating 
oils in successful compe- 
tition with natural gas 
and electricity . ad- 
vises on specific applica- 
tions of lubricating oils 
and greases ... provides 
detailed coverage of additives . . . and ex- 
plains various types of aircraft fuels and 
their handling and storage. 


“Here's a book lo needed by oil marketers. 
Virtually any question you might 
the products you sell are answe 


NATIONAL PETROLEUM NEWS 


PETROLEUM 
PRODUCTS 
HANDBOOK 


VIRGIL B. GUTHRIE, Editor 


Formerly Editor of Petroleum Processing and 
Managing Editor of National Petroleum News 


Prepared by a Staff of Specialists 
864 pages, 6x9, 459 illus. and tables, $18.50 


Only $6.50 in 10 days and 
EASY TERMS $6.00 @ month for two months 
Gasoline, diesel fuel oils, additives, lubricat- 
ing oils and greases, light oils, gas turbine 
fuels and lubricants—these are just a few of 
the products covered in this handbook. It de- 
tails properties which determine performance 
value and explains methods of testing for 
them, describes fields of use, brings you prac- 
tical experience in storing, handling, and 
transporting, and discusses the outlook for 
future growth of each product. Specifications, 
accepted standards, and other pertinent data 
are given for commercial types of products. 
And a Reference Data Directory helps you 
quickly locate all published sources for cur- 
rent data on tests and specifications, and 
other essential information. 


Covers such important topics as-— 

Automotive oils + diesel fuel oils « distillate 
heating oils ¢ liquefied petroleum gas « air- 
craft gas turbine fuels and lubricants « 
residual fuel oils * reclaiming lubricating 
oils « petroleum waxes « kerosene « industrial 
naphthas « petrochemicals « petroleum asphalt 
¢ pesticides * petroleum coke « carbon black « 
industrial lubrication * and more 


10 DAYS’ FREE, EXAMINATION 


Se A SAD See ae Soe Gee Ge ED eee OD aD ap 
McGRAW-HILL BOOK CO., Dept NPN-5 

327 W. 41 St., New York 36, N. Y. 

Send me Guthrie’s Petroleum Products Hand- 
book for 10 days’ examination on apovroval. 
In 10 days I will (check one) () remit $18 50: 
or (J $6.50 in 10 days and $6.00 a month until 
$18.50 is paid. Otherwise, I will return book 
postpaid. (We pay delivery costs if you remit in 
full; same examination and return privilege.) 


PRINT 


Name 
Address ee Fe Pee 
City. . Zone were 
Company 

I a own Rete vebscwseae : 
For price and terms outside U.S., 
write McGraw-Hill Int’l., N.Y.C. 36 
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v 
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fae an nade gan 


170 


have about 





SEARCHLIGHT SECTION 


EMPLOYMENT: 
BUSINESS: 


DISPLAYED 


Individual Spaces with border rules for prominent 
display of advertisements. 

The advertising rate is $17.75 per inch for all 
advertising appearing on than a contract 
basis. Contract rate quoted on request. 


Employment Opportunities—$31.00 per inch, sub- 
ject to Agency Commission. 


An advertising inch is measured %” vertically on 
one column, 3 columns—30 inches—to a page. 


“OPPORTUNITIES” 


RATES—— 


:EQUIPMENT 
‘USED OR RESALE 


UNDISPLAYED 


$1.80 per line, minimum 3 lines. To figure advance 

payment count 5 average words as a line. 

Positions Wanted take one-iiau of above rate. 

Box Numbers in care our New York, Chic & 
San Francisco offices count as one additional line.. 

Discount of 10% if full payment is made in advance 
for 4 consecutive insertions. 

Send NEW ADS or Inquiries to Copeltes 

Advertising Division NATIONAL PETRO- 

LEUM NEWS, P.O. Box 12, New York 36. 








MANAGEMENT 


FUEL OIL 
EXECUTIVE 


Eastern Seaboard fuel oil company is seeking 
an Executive for a top position. 


roa en 

fuel oil marketing at managerial level. 
ground should include selling and operating 
responsibilities for about 10 years 
organization. Excellent growth potential. 

open. Mid-Atlantic location. Send 

resume including salary requirement to: 


L-56, P.O. Box 2045 
Phila. 3, Pa. 














ADDRESS BOX NO. REPLIES TO: Bow No. 
Classified Adv. Div. of this publication. 
Send to office nearest you. 
NEW YORK 36: P. O. Box 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 11: 255 California St. 


POSITIONS WANTED 








Dist. Mgr. 14 Yrs. Experience, presently employed 

by same. Selling marketing & bulk plant equip. 

to major & Ind. Oil Companies. Setting up job- 

bers & Distr. in six states. Desires to relocate 

as Mfg. Rep. on Commission and protected basis, 

- Fla. & Ga. PW-6443, National Petroleum 
ews. 





Desire Employment with Oil Company in Florida, 
presently employed as division real estate man- 
ager of major oil company. Experienced in all 
phases of marketing, branded and unbranded, in- 
cluding terminal management. Former resident— 
not a retiree—would consider investment. PW- 
6418, National Petroleum News. 


SELLING OPPORTUNITY AVAILABLE 








Wanted—Salesman, background and experience 
in petroleum handling equipment, for Chicago 
and Mid-west area. Age 30-45. Salary plus com- 
mission. Apply to J. Bruce McDonald, Sales Man- 
ager, Manufacturing Division, A. Y. McDonald 
Mfg. Co., PO Box 508, Dubuque, Iowa. 





BUSINESS OPPORTUNITIES 





For Sale Ma Oil Company Distributorship— 
Central Michigan area—Approximately seven 
million gallons of Gasoline and Fuel Oil busi- 
ness. Two major lines of Lubricants, plus T.B.A. 
items. BO-6235, National Petroleum News. 


Bulk Oil Jobber—Center of Wisconsin’s largest 
expanding rural developments al-ng Lake Michi- 
gan. Modern Filling Station. Bulk Plant. Truck. 
Small investment. Write to BO-6205, National 
Petroleum News. 





FOR SALE 


Tank Truck-2000 gal., 4 compartments 700-500- 
300-800-200. Double bulk heads, 2 inch Meter 
Electric Hose Reel Bucket Box-1000 x 20 tires. 
Ford chassis. Este Oil Co., 5556 Vine St., Cin- 
cinnati 17, Ohio. Avon 1-6300. 








WANTED 
Anything within reason that is wanted in the 
field served by National Petroleum News can be 
quickly located through bringing it to the atten- 
tion of thousands of men whose interest is as- 
sured because this is the business paper they read. 





TBA — TIRE — 
CHAIN STORE 


Midwest territory open selling for nationally 
known automotive parts manufacturer to 
Tire and Chain Store Companies, also TBA 
Departments of Oil Companies, Salary, ex- 
penses, retirement, and other benefits. Send 
complete information on background to 


SW 6572 NATIONAL PETROLEUM NEWS 
Class. Adv. Div., P.O. Box 12, WY. 36, LY. 








BUSINESS FOR SALE 


Southeastern states petroleum equipment business for 
sale. Top quality lines handled, with exclusive terri- 
tory on some, Business includes land with 240° street 
frontage, 3 year old concrete and steel building with 
4200 sq. ft. office, warehouse and shop space. Box 
6484 National Petroleum News Class. Adv. Div., P.O. 
Box 12, N.Y. 3, WN. Y. 








Wanted: 
IDEAS ANDO PATENTS, 
ON SPECIALTY 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL VALVE .CO. 
409 South Street, Elizabeth, N.J. 








BUDGET PAYMENT PLAN 


A complete budget plan for your fuel oil cus- 
tomers; tailored to your needs. All forms im- 
printed with you name and address. For free 
samples, write: 

CALCULATORS 


P.O. Box 1054 Mansfield, Ohio 














SEARCHLIGHT 
EQUIPMENT LOCATING 


| SERVICE— No Cost or Obligation 

| This service is aimed at helping you, the 
reader of “SEARCHLIGHT”, to locate Surplus 
new and used equipment not currently ad- 
vertised. This service is for USER-BUYERS 
only. How to use: Check the dealer ads to see 
if what you want is currently advertised. If 
not, send us the specifications of the equip- 
ment and/or components wanted on the coupon 
below, or on your own company letterhead to: 
SEARCHLIGHT EQUIPMENT LOCATING SERVICE 

Classified Advertising 

c/o Nat. Petroleum News, P.O. Box 12, N.Y. 36, N.Y. 
Your requirements will be brought promptly 
to the attention of the equipment dealers 
advertising in this section. You will receive 
replies directly from them. 


SEARCHLIGHT EQUIPMENT LOCATING SERVICE 

Classified Advertising—National Petrol News 

P.O, Box 12, N.Y. 36, N.Y. 

Please held us to locate the following used 
equipment: 





fa | ee 
5/61 
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bottom of the barrel 





e Get It Straight. The sales manager of an oil company 
is ordering his salesmen to stop drinking odoriess vodka 
at lunch and to drink gin instead. “When you call on 
customers in the afternoon,” he says, “I want them to 
know you're drunk, not stupid!” 


| | | at Im V UN 


¥ ae: a 
SOFT ORINKS 


Ut 


e Permanent Residence. A couple of oil marketers who 
hadn’t seen each other since the war ran into each other 
at a convention. They adjourned to an offbeat bar to 
swap reminiscences, and stayed into the wee hours. After 
consuming a great quantity of whiskey, they pledged to 
meet again in the same bar the following year. 

A year later to the day, Bob checked into the bar, not 
expecting that his friend Pete would remember—but there 
he was. 

“Tell you the truth, Pete, I never expected to meet you 
here,” said Bob. “You were so damn drunk that night I 
didn’t think you’d ever find this place again.” 

Pete looked up at him with bloodshot eyes: “So who 
left?” 











“All right, Mulhooley, we’ve had our 
little joke. Now let’s paint them right.” 








‘“‘Here’s how the new incentive plan works: for each day 
you fail to make quota, we deduct « day of vacation.” 
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e Verboten. A wealthy Waxahachie, Tex., oilman caught 
his 10-year-old boy lighting a cigarette with a $500 bill. 
“Why do I have to keep telling you?” stormed the irate 
father. “You’re too young to smoke!” 


es, Ro. ies z * * a 
“We'd have liked to bring the entire sales staff here to 
Atlantic City, but we had the re ion to ider.” 


aio 
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CLASSIFIED ADVERTISING 
F. J. Eberle, Business Mar. 


Employment Opportunities 
Business Opportunities 





Regional Sales Representatives 


ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 


BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 


CHICAGO 11, 520 North Michigan Ave., 
Raymond J. Kelly, Mohawk 4-5800 


CLEVELAND 13, 
55 Public Square 
Walter G. Berger, Superior 1-7000 


1164 Illuminating Bidg., 


DALLAS 1, 2100 Vaughn Bldg., 1712 Com- 
merce Street 
John Grant, Riverside 7-9721 


DENVER 2, Tower Bldg., 1700 Broadway 
John W. Patten, Alpine 5-2981 


DETROIT 26, 856 Penobscot Bldg., 
Walter G. Berger, Woodward 2-1793 
Carl J. Coash Jr., Woodward 2-1793 


HOUSTON 25, 725 Prudential Bidg. 
Gene Holland, Jackson 6-1281 


LOS ANGELES 17, 1125 West 6th Street 
Peter S. Carberry, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 11, 255 California Street 
Peter S. Carberry, Douglas 2-4600 
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NEW TOKHEIM INTERCEPTOR SERI s P 


and pedestals! 











STYLED TO MATCH YOUR COMPUT- 
ING PUMPS with built-in ticket printer 
optional...1,000 gallon horizontal dial... 
15 or 30 gallon-per-minute delivery ... Retrev- 
A-Hose if desired...complete pump or ‘ 


island dispenser for submerged pumping. l = — 
} S 


It's a Tokheim value through and through... 


ALLON 1 
first choice among all commercial dispens- _—__, 
ers. Write or wire for new bulletin today! Ticket Printer 1,000 Gallon PumpOr /#% 
Optional Dial Dispenser H | 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


OKHEIM ® FORT WAYNE, INDIANA 


GASOLINE PUMPS SN — 
Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A.G., Lucerne, Switzerland 

















take 
a load 
off your 


SAFEGUARD THE HANDLING OF YOUR PETROLEUM PRODUCTS 
WITH AN A. 0. SMITH INTERNAL HYDRAULIC VALVE SYSTEM! 


The A. O. Smith hydraulic truck tank safety system is modern, positive, completely 
reliable. In event of an accident, fire or failure affecting the operating mechanism, 
it assures immediate closure of the shut-off valves in the truck tank compartments. 
The operator (valve opening mechanism) is specially designed by A. O. Smith so 
that no accident to truck or tank can prevent closing the hydraulic valves. 


\ Advantages of A. O. Smith hydraulic valve operation are many: Speed of opera- 
was) \ tion — since hydraulic liquid is noncompressible, there is no wait for pressure to 
b= build up. Space and weight saving — the entire oil supply is carried in the oper- 
Hydraulic operator ator or pump. Simple lubrication — the operating fluid itself provides positive 
pump-type model lubrication. Speed of release — in case of fire the fusible plugs in the hydraulic 
system release at 165° and any decrease in oil pressure 
quickly clesss the valves. No freezing — positively no 
freezing wh: n vi specified for the system is used. Ey 
Through research + ...@ better way 


The A. GC Sx tth internal hydraulic valve system can , 
be installec sim} ly and economically in either your new A 0 Smith 
tank trucks or in those already in service. And valve parts ewe 
are standa ci ind interchangeable. For complete details CORPORATION 
see your A. O. Smith representative or write direct. SMITH-ERIE DIVISION 


Hydrafoid valve 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, III.; Houston 2, Texas; Los Angeles 22, Calif.; New York 17, N.Y,; 
Newark, Calif.; Tulsa, Okla. Canada: Toronto 12, Vancouver 1. A. O. Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 








